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Scheuer AayA: 


Display, as it is practiced today, is a very important and integral 


part of merchandising and its sales effectiveness is due in great 


measure to the practical and functional fixtures now available. 


It is necessary that display fixtures be of top quality in both 
material and craftsmanship to give the display window the 


sophisticated appearance that always makes traffic stop and linger. 


With this in mind, Scheuer is continuously striving to improve 
the design and quality of its fixtures to the point where today 
the Scheuer trade-mark denotes the finest in display fixtures in 


the realm of plastic, wood and plastic, and wood alone. 


The most careful examination of any Scheuer fixture will prove 
that the hands of true craftsmen and the finest of materials 
combine to produce a fixture that will do credit to any display, 


and will at the same time prove a profitable and sound investment. 


Be sure to see the Scheuer line of fine fixtures for display and 


see how they will help your window displays increase sales. 








Z/ A A 
CREATIONS, NC 


mxmUsss 307 WEST 38'+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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1C IMPREGNATED — BONDED WOOD CHIPS PLANED SMOOTH SURFACE 


Another great first in display mate- 
rials by WLS! This durable, attractive 
new material is made of plastic im- 
pregnated high pressure bonded wood 
chips with smooth planed surface. 

Plain or beveled panels in several 
sizes, /2" and %" thicknesses. It's new 
.-it’s different...it's priced right. 
Order a few sheets now and you'll 
find many uses for it. 





PRICE LIST 
% in. thick sheet, 3’x 7 2’ 
Ya in. thick sheet, 3’x 7 2’ 
F.0.8. Chicago — Terms-Net 10 doys. 
No packing charge on orders over $50.00 Sow to cut to an 


shape like woul 











Make ame own 


low cost. 
— 


Use indoors or 
outdoors. 


Easy to paint or spray 
with oil or water color. 





Unlimited use for architectural treatments, window back- 
grounds, floor covering, decorations, and hundreds of 
other uses. 


tra an oma CATAL | W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
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THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


Top window and interior Christmas 
displays from all parts of the nation will 
dominate the September issue, the spe- 
cial Christmas number . . . Ernest 
Young continues his series of display 
shop articles . . . Several features on 
diverse display topics are scheduled, 
and there will be reports on contem- 
porary display from important centers 
In the mail September 15. 





THE COVER 
This interesting display is by Hans 
Erhardt, of Grands Magasins Jelmoli, 
Zurich, Switzerland, and is one of a 
series of beachwear windows in which 
abstract mannequins were featured. 


OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone Plaza 3-5989. Cleve- 
land Office: J. R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, 
Cleveland 15. Phone CHerry 1!-050!. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the United 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain; all other $4.00 
@ year. Canadian and foreign orders payable 
in U.S. funds by international money order 
or New York bank draft. Single copies 30 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
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Audit Notional 
Bureau of Association of 
Circulations Display Industries 








Member 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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A MODERN MIRACLE! 


| FAST-DRI IN. 


.». dries quickly and permanently 
when printed. 


. can be left on rollers and ink plate or 
type without hardening. 


Now you can clean up 
your equipment once a week and save 80% of non- 
productive time. You can continue sign printing until 
quitting time and leave your machine without the 
usual 20 to 30 minute clean-up period. Fast-Dri Ink 
and Supplies make this possible. 


@ does not skin or harden in the container. 


@ dries within 3 to 10 minutes, depending on amount of ink 
applied. Permits rush jobs without smudge. 


@ does not set hard on ink rollers, type or ink plote. 


@ wipes off type very readily after use and will not harden if 
left on. 


@ cleans easily with F60 Cleaner even when left on for days. 
@ Fast-Dri Ink goes 45% farther than conventional inks. 

@ applies with composition rollers (not rubber). 

@ available in twelve standard colors. 


@ special shades made to order. 


By the Makers of Line-O-Scribe 





FREE COPIES ON REQUEST 
(1) M50 Catalog describing and pricing all models of the 
Line-O-Scribe Sign Machines. 


(1) “SALES PROMOTION Thru . . . Contact Advertising” 
Booklet 


(1 Color Chort and details of Fast-Dri Ink and Supplies 











... saved me five 
clean-ups this week. 


¥& Write for color chart, description 
and prices. 


THE MORGAN CO. 


3984 Avondale Ave., Chicago 41, Il. 
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to your taste. They possess a multitude 


a 


of refinements and that “something 


extra” that impresses your customers on 





sight. Plan your next groups of manikins 
to be Studio Fashioned Beau mondes. See 
or write your Korrect-Way Distributor tor 


complete information 


Studio Fashioned (| i (| ¢, 
G () MANIKINS 


Created by KORRECT-WAY DISPLAYS 


Div. of AMERICAN FIXTURE & MFG. CO. * 2300 LOCUST ST. « ST. LOUIS 3, MO. 
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You asked jor them! You watted, for them! Bere they arc! 





5 popuLar NUMBERS! 





READY NOW... 10 meer THE TREMENDOUS COAST-T0-COAST DEMAND! 


SANTA 
True-to-life. Full Xmas at- 
tire; jolly jelly-belly. 

List: $7.50 each 


COWBOY 
Fur chaps; holster and 
pistol, lariat, bandanna, 
silk shirt, 10-gallon hat. 


List: $7.50 each peal. 


FOOTBALL PLAYER 
Full, colorful regalia; 
head gear of molded rub- 
ber. Cute “toughy” ap- 
List: $6.50 each 


HAPPY SCOTCHMAN 
Tartan plaid outfit, com- 
plete with kilts and pom- 
pom beret. 

List: $7.50 each 


REGULAR BENDER 
In colorful assortments of 
costume and design. 
List: $7.50 each 





Of course, the Junior size popular Benders are also available. 


@ The sensational popularity of the original ‘Bender’ boys and 
girls in the 9-inch Junior size created immediately a terrific 
demand for these same versatile, flexible display characters 


BIGGER ‘‘BENDERS” ore big enough 
and strong enough to do a hundred 
useful display jobs in your window, 
such as holding a shelf (os shown 
here). 

SEEING’S BELIEVING 
Order BIGGER “BENDER" samples or 
stock now from your local display job- 
ber, or at any Maharam office. 


in larger size. And so the 
‘Benders’ began to grow up 
BUT FAST! Now, the 5 most 
popular ‘‘Benders,”’ shown here 
are “full grown" to 18 inches 
and all set to put new eye- 
appeal and sales-power into 
YOUR windows! 

@ Extra heavy weighted feet for 
perfect balance. 

@ Sturdily made of wire and 
foam rubber for easy bending 
into a thousand tricky, amus- 
ing positions. 


NEW YORK: 
Ot I O7 NCTC) 


FLESH - col- 
ored clip 
hands to 
hold your 
sales mes- 


keep your eyes on the moa 
Maharam Xmas line 


We have the largest and most varied assortment of 
Christmas display materials in America, including 
Novelty Fabrics, Wreaths (Natural, Preserved), 
Ropings, etc., to make your display brighter, gayer, 
more festive than ever! 


130 West 46th Street 
115 South Wabash (Wurlitzer Bldg_] 


LOS ANGELES: I113 So. Los Angeles Street 


ST. LOUIS: 


927 Century Building 
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Every merchandiser knows the “eyes have it” when IT means convincing 
the prospective customers to buy. That’s where the Showcard Machine 
comes in; to help you supply the visual tell that sells—at lowest cost. 

First of all you don’t need an initial investment of thousands of dollars. 
And chances are the price of your Showcard Machine will be repaid 
quickly—actually in many cases in a matter of months. 

It’s a speed champion too! Even for one-of-a-kind work the Showcard 
Machine can turn out more jobs per day. When it comes to two or more 
of a kind, as is usually the case, the Showcard is far out in front. And 
remember in each case it permits complete freedom of layout, type, and 
color combinations. 

Yes, for putting the “TELL” into signs, showcards and window 
streamers — quickly and economically — you should investigate the 
Showcard Machine today. Write for latest bulletin; we'll send you 
testimonial letters too. 


Before you invest... 


INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 
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THESE USERS TELL IT 
WITH SHOWCARD 
MACHINES 


Jordan Marsh Company, Boston, Mass. 


Wm. Filene’s Sons Co., Boston, Mass. 
and Branches 


Strawbridge & Clothier, Philadelphia, Penn. 
N, Snellenburg & Co., Philadelphia, Penn. 
Hochschild, Kohn & Co., Baltimore, Md. 
Sears, Roebuck and Co.—over 500 stores 


J.C. Penney Company, Inc.— 
over 500 stores 


Wolf & Dessaver Co., Fort Wayne, Ind. 
The J. L. Hudson Company, Detroit, Mich. 
Crowley, Milner & Company, Detroit, Mich. 
Hughes & Hatcher, Detroit and Pittsburgh 
Seruggs Vandervoort Barney, St. Louis, Mo. 
Boyd, Richardson Co., St. Louis, Mo. 

B. Lowenstein & Bros., inc., Memphis, Tenn. 


Kline’s, Inc., St. Louis, Detroit and 
Cincinnati 


The May Company, Denver, Baltimore 
and Los Angeles 


Sam Shainberg Dry Goods Co., 
Memphis, Tenn. 





M. Lichtenstein & Sons, 
Corpus Christi, Texas 
Sattler’s, Buffalo, New York 


Bond Stores, Inc., San Francisco, 
Los Angeles and Detroit 
Broadway Department Stores, Inc., 
los Angeles, Colif. 
Bullock's, Los Angeles, Calif. 
Pauson & Company, San Francisco, Calif. 
Montgomery Ward—26 stores 
... and hundreds of others 


This is but a partial list of Department 
and Specialty Stores, Food Stores, 
Jewelry Stores, Chain Stores and 
Super-Markets, Schools and Manutac- 
turers who are satisfied owners of 
Showcard Machines. 











Showcard Machine Model A, one of several models 
which answer all requirements. Each one is backed 
by an unqualified guarantee. 


1196 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 
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Skirt n’ Slak Form Customers “go” for the way Skirts and Slacks look on this true-to-life Clear 
Form! Result? They buy . . . more and more easily. No wonder this slick 
provoker is making friends all over the country. Order your Skirt n’ Slak 


HELP YOURSELF TO A HEAP MORE PROFIT! today. They're Terrific! 


SPARKLING CLEAR PLASTIC “SKIRT W SLACK 
<6 
Yt no lath as 
FORM 


o . ‘ 
eee Displays Skirts For Impulse Perfect for Skirt and Slack Display wherever you fancy it . . . counter, window, 
e and right on your selling floor. Flatters any style garment—catches Impulse 
Sales And Encou rages Slack Profits Get on the bandwagon—send your order, pronto. You'll wonder how you've ever 


done without Skirt n’ Slak Forms. They’re Sensational! 


Here in all its glory the revolutionary sparkling clear plastic Skirt n’ 
Slak Form taking the country by storm! The closest thing to showing 
Skirts and Slacks true-to-life this side of reality. Plastic smooth all over 
and shaped to perfection in all the right places. Fits any stand! Tilts 
and Swivels! Felt pads accommodate pins. Won't chip, peel, crack, 
or discolor. The last word! Will last a lifetime and then some. Lux- 
urious? You said it! Indispensable? And how! Can’t help but sell more. 
Can't miss making Extra Profits. Get on the happy, black side of your 
Skirt and Slack ledger by ordering your share of this wonderful 


bargain today. Imagine the extra business " - 
ee ee: 
you'll do! But why imagine . . . Get this Precision-made to show Skirts and Slacks the way you want to show them! To per- 
profit-building Display Equipment right now! Only EACH fection! The Display Right Way which can only mean extra sales—money in the 
bank for you. And in the bargain, these gorgeous clear plastic Skirt n’ Slak Forms 


Less than 6, $3.75 each are yours at Rock Bottom Low Cost. Order some Now. They’re out of this World! 


ed Wing lroducls BELLEROSE, N. Y. 
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7 bp A simple, yet effective window display showing how Deca Poles may 
be used to display small merchandise. In this display by Joe Vent, 
Display Manager of Rike’s, Dayton, Ohio, two illuminated striated wood 
"shadow boxes are mounted on Deca Poles with lipstick arranged inside within 
the boxes in complementary designs. Illustrations and descriptions of some of 
the more popular shades act as a background for the merchandise. A trans- 
lucent draping fabric ties the display tegether and the copy card in center 
‘completes the display. Used in window or interior displays>~ shaduw boxes 
mounted on Deca Poles draw attention to and highlight small merchandise. 


a sing the theme, “Sail Through Summer With Electric Breezes,"’ Edward ) 


"W. Hodgetts, Assistant Sales Promotion Manager of the Cincinnati Gas 
Sand Electric Company, Cincinnati, Ohio, erected this clever display. A 

ngle Deca Pole used to simulate a mast supports the entire free-standing 

isplay erected in the center of the floor. Holes drilled through the hollow 
pole hold the sail and rigging securely in place. Mannequin, boat and setting 
Jeomplete the display. Two other Deca Poles decorated with nautical flags were 
tpsed in the window. Free-standing displays may be quickly and easily erected 
Win windows, in interiors or anywhere you have a floor and a ceiling or the 
equivalent with “Module Type” Deca Poles. 


Displaying the store’s new fall line of coats and shoes, Herb Neumann, Display 
Manager, M. L. Parker Company, Davenport, Iowa, used a single Deca Pole 
ls a decorative element in this display. A single Deca Pole erected in the 
enter of the window supports a group of three window boxes filled with on 
‘pssortment of cattails and fall foliage. Boxes are secured to the poles by 
“means of a pole clamp. In addition to supporting the boxes, the Deea Pole 

dids vertical lines to the display. With Deea Poles attractive floral arrange- 
we each ac thie ene cep he pleved: anywhere and at ony height 
‘ 


FY in window or interior displays. 


Deca Poles Offer 


For Year-Around 


No other display prop offers such variety of appli- 
cation, durability and economy-in-use as “Module 
Type” Deca Poles. Displaymen all over the 
country are proving this fact to themselves. Illus- 
trated on these pages are a group of displays from 
widely scattered stores and a utility company 
showing a few of the many uses of Deca Poles. 


Displaymen find that Deca Poles help dramatize 
small merchandise. In a window display at Rike’s, 
Dayton, Ohio, attention is quickly centered on 
the lipstick. In the interior display of men’s 
clothing from the same store, accessories mounted 
inside dimensional shadow boxes are displayed at 
customer eye level. With Deca Poles, free-stand- 


For Complete Information and Pictures of Deca 
Poles In Use by America’s Leading Merchan- 
disers, Write for Circular No. 13-D. 


For a Complete Line of Weatherproof Outdoor 
Christmas Decorations, Write for Broadsides 


No. 17-D and No. 18-D. 


GARRISON- 


2018 Washington Avenue 
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Variety of Application 
Window and Interior Displays 


ing displays may be erected anywhere you have a floor and a 
ceiling or the equivalent. A single Deca Pole acts as the sole 
support of the sailboat display erected in the center of the 
floor at the Cincinnati Gas and Electric Company, Cincinnati, 
Ohio. 

Displaymen find that Deca Poles not only support backgrounds 
for open background windows as shown in the illustration of 
the window display at Macy’s Men’s Store, Macy’s-New York, 
but they support decoratives such as the window boxes as 
illustrated in the window display at M. L. Parker Company, 
Davenport, Iowa. 


“Module Type” Deca Poles save you time, labor and money by 
avoiding costly carpenter and painter bills. Easy to erect and 
dismantle, Deca Poles can be used over again in other displays. 
Furthermore, “Module Type” Deca Poles, which can accommo- 
date ceiling heights from 31 in. to 25 ft., leave no unsightly 
marks on the floor or ceiling. 


Prove these facts to yourself. Give Deca Poles a trial in your 
display department now. 


A complete ensemble of men’s summer clothing is dramatically dis- 


OR D E R A a played in this interior display by Joe Vent, Display Manager, Rike’s 
Dayton, Ohie. A group of accessories matching these on the form at right are 

highlighted inside two dimensional simulated woodgrain shadew bexes mounted 

on a Deca Pole. With Deea Poles, accessories or complementary merchandise 


D E C A p Oo L E may be effectively dramatized by displaying inside shadow boxes or on displayers 
at customer's eye level. 





"STORE-TEST’ A life-sized blowup of a feature article on men’s fashions from “Look” 
Magazine helps form the background for this open background window at 

Macy's New York Men's Store. Three Deca Poles support the platform in the 

S E T foreground with a single pole supporting the magazine illustration in the rear. 


Notice how the poles accommodate the exceptionally high ceiling created because 
the floor of the window is on the store and street level. Display by 
J. R. Foley, Window Display Manager, Macy’s-New York. 


TODAY! 


The best way to measure the value to you of the new “Module Type” Deea 
Pole is to “store-test” it in your own display department. To help you do 
this, we have prepared, as a package unit, two standard “Module Type” 
Deca Poles with an assortment of accessory fittings sufficiently complete 
to enable you to fully explore the possibilities of these dramatic display 
props at a relatively small cost. The complete set consists of: 


2—MS-36—-Standard “Module Type” Deca Poles to accommo- 

date ceiling heights from 31 in. to 12 ft. 6 in. Price, each $14.95 
2—MS-34-S—Card or Frame Holders. Price, each $ 1.50 
2—MS-35—Face Plates without Flange. Price, each 3 we 
2—MS-39—Face Plates with Flange. Price, each $ 1.00 
2—MS-33—Drapery Clips. Price, per dozen $ 2.50 
2—MS-38—Pole Clamps. Price, each 
2—MS.-32—Batten Brackets. Price, each $ 
2—MS-31—Picture Hooks. Price, per dozen $ 2.00 


Total 16 pieces, all in ice blue baked enamel finish. Price for the complete 


“Deca Pole Store Test Set” 
$ 3 9 ‘ 9 5 F.0.B. ST. LOUIS 


To accommodate ceiling heights over 12 ft. 6 in. extra 30 in. modules are 
available at $2.75 each. 


WAGNER CO. 


St. Louis 3, Missouri 
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WINTER and HOLIDAY 
DISPLAY ? 


WORLDS MO 
LOOKING ARTIF 


ISPLAY SNO FLAKES 
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Reggie: ; di 


ORDER FROM 


YOUR DISPLAY JOBBER 


MFGD. BY 


frostee SNO COMPANY 
ANTIOCH, ILL. 
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Make a cardboard tube 
. . . look like a Marble column! 


























ee aa WOOD GRAINS 


a 


Make an inexpensive frame ; — ' 
. look like the most beautiful Wood! os = 4 — d fl 


Transform Masonite, plywood 


wallboard, cardboard or any : . y 
other smooth surface 
ai e 


. into African Mahog- EASY TO APPLY 
any, Limed Oak, @ TRANSVENEER comes in film-like sheets 


Blonde Prima y ‘ 
Vero or any of that you can quickly and easily apply to any smooth surface. 
the ransve- 


neer reproduc: TRANSVENEER patterns are authentic photographic reproduc- 


tions! 











tions of beautiful woods, marbles and leathers—exact in every 
hundreds of uses detail of color, warmth and design. 


< a a ss wc SB ore Di-Noc industrial wood-grain transfers have long been used on 
sh — ee ee oe gg automobile dash boards, station wagon bodies, vending machines, 
ble, Leather or expensive Woods furniture, television cabinets. NOW, FOR THE FIRST TIME, 
— simply by applying TRANSVE- 
NEER. Use TRANSVENEER, too, THIS AMAZING FINISH IS AVAILABLE FOR DISPLAY USE! 


finishing old displays. 
oor, SOR REG: om eres TRANSVENEER is easy to apply—no special skill needed. You 


cut it to size with a razor blade, apply much like a transfer. PER- 
LOW COST MANENT, soap-and-water washable, heat-resistant. 


TRANSVENEER is inexpensive to 
yee. AM eeplitetion meteriol WRITE TODAY for free sample and pattern folder. 


and full directions come in a 
handy kit. Materials also sold in 


bulk for volume vers TRANSVENEER Division of 
THE DI-NOC COMPANY 


33 PUBLIC SQUARE . CLEVELAND 13, OHIO 
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| 12 COLORFUL DISPLAYS 
ACTION! ron curistmas 
Write for Pictures of Our Complete Line 





» 





ca nm, ae Snow Man Santa at the Chimney 
>-516—The Snow Man, with a candy cane in one hand 

and a bright yellow broom in the other, sways to and G-517—Santa with his pack of toys stands 44” 
fro while the stars twinkle in the sky. Santa and his high and 29” wide and is supported by a 
reindeers are pictured in the distant background. sturdy wood easel. He waves a friendly greet- 
This is a light and action display ready for immediate ing as he enters the chimney. j 

use, printed in seven bright colors. and is supported by : 

sturdy redwood frame. This display is printed in 5 bright colors and 
Size 191.” x 24” x 5”. Current 110 Volts A.C. or D.C. the motor is run by 110 volt A.C. or D.C. 
Price $20.00 F.O.B. our factory. current. Price $25.00 F.O.B. our factory. 





Carol Singers with 
Santa Claus 


G-518—This delightful Christmas scene is a 
light and action display. It shows Santa 
Claus nodding his hearty approval to the 
children as they sing their Christmas Carols. 
The action shows the trumpeter swaying at 
the shoulders as he plays his horn, the 
fiddler drawing the bow across the fiddle 
strings as the boy in the center tips his hat. 
The stars in the sky and the lights in the 
church flash on and off. Supported by a 
sturdy redwood frame. , 


Size 32” x 48” x 54%”. The motor is 
operated by 110 Volts A.C. or D.C. current 
and the price is $37.50 F.O.B. our factory. 


FOR CANADIAN PRICES CONSULT WALTER DICKINSON & CO., LTD., 184 BAY ST.. TORONTO, CANADA 


GREGORY MOTORS Ine.  sioontw i new ror 
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“Sales Pulse” 


_ of your store... 


a 


CHECK YOUR 


pe z= ... proved by 1,290,000 
wena Customers! 


Sales jumped from 18 to 67% by the use of proved display technics 


for merchandise totally unpublicized in any other way. 
The ability of display to start and sustain sales was 


conclusively proved from the results of a nation-wide study. 


N.A.D.I. sponsored this study which was conducted by N.Y.U. School 
of Retailing. Varied merchandise was used in 58 test 
windows in one store in each of twelve cities. 
1,290,000 customers were covered ... believed to be the 


largest sampling group in any marketing research. 
Complete details on traffic, readership and sales effect 
. brought out by this study are revealed in a 128 page book. 
Oo Q D E 4 Y Oo U R Report No. 2, the second in our Visual Merchandising Series, is now 
available, in a fully illustrated, bound volume. 
R E p Oo R T N re) 2 Check your “sales pulse” against these records. 
° Send coupon below for your copy of Report 
No. 2 — or if you haven't seen Report 
No. 1 — send for both, $5.00 a copy. 
. ; BEEBE SMB BE BSB e 
= 3 National Association of Display Industries 
BaTioeal associate g 
pec cecscoamne Se . 203 N. Wabash, Chicago 1, Illinois 
ES Ba ee Please send me .... copies of N.A.D.I. Visual Mer- 
\ i ae 


chandising Research Series Report No. 2, at $5.00 
each, 


PROGRESSIVE MERCHANDISE 
POesERTaTION 


Enclosed is my check for §............... 


NATIONAL ASSOCIATION \} sows come 9 ]| 
of DISPLAY INDUSTRIES Bo 


203 No. Wabash Ave., Chicago ], Ill. 
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Voit miss those Bright Salbs fugles 


Tubuler 
Concentrator 


Sylvania Birdseye 
Reflector Lamps 
win customers 


ON SIGHT 


It is so easy to put your merchandise in 
its best possible light . . . emphasize im- 
portant selling points . . . with Sylvania 
Birdseye Reflector Lamps. 

These lamps are quickly and easily placed 
at any angle for dramatic effect. They give 
extra glamour and buy-appeal to your window 
displays. And, there’s no need for costly altera- 
tions .. . no additional fixtures or equipment. 


Made in sizes and styles for every display... from 
full flood to concentrated beam. On your 
next store or window display, insist on 
Sylvania Birdseye Reflector Lamps and see 
the difference. Ask your secretary to clip 
and mail the coupon for full details and 


illustrated folder NOW! 
Please send me new illustrated folder showing the 


SYLVANIA | 333 


Sylvania Electric Products inc. 
Dept. L-8008, 1740 Broodway 
New York 19, N. Y. 








Street. 








FLUORESCENT TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; RADIO TUBES; City Zone___State. 


TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; PHOTOLAMPS; TELEVISION SETS 








18 


ITH all repairs made and _ re- 

WX surfaced, and with a hard uniform 

coat of lacquer dried overnight, the 
figure is ready for the brush work. 

Features and fingernails are applied in 
artists’ oils with the addition of small 
amounts of japan dryer or cobalt siccative 
for quick drying. Even so the mannequin 
should not be disturbed for 24 hours or 
more after application of the oils. Enamel 
can be used on the fingernails if a glossy 
result is desired, but flatter finishes are 
essential for eyes and lips. 

Quite flat and quicker drying, washable 
casein or water thinning paints are a second 
possibility. Flat finishes for fingernails are 
currently in vogue. Water paints are more 
convenient, economical and quick drying, 
but there is some danger that solvents in 
mannequin cleaners will attack the water 
paint if it is used. 

A great variety of brush and color tech- 
niques exists in the factory art work on 
mannequin faces, and a great variety in the 
degree of abstraction. A millinery head 


pphould be kept nearby on which to test 
& 
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annequin Refinishing: Part II 


By ERNEST F. YOUNG 


Display Shop Supervisor, The Bon Marche, Seattle 


brush strokes and color combinations. The 
f@rtist will need a selection of very fine 
Drushes, excellent diffused lighting and a 
padded table on which to rest the figure, 
With pillows or padded blocks to maneuver 
the face into the proper positions. A feel- 
ing should be developed for the degree of 
@ryness of the brush—the dryer the easier. 
Matching right and left eyes and brows is 
ne of the toughest problems, moderated 
Somewhat by an arrangement where one 
fan work on half the face upside down, as 


for example dry-brush hair lines are added 
to the brows. These strokes are heavier 
towards the nose and taper outwards; in 
other’ words, strokes commence on the nose 
side and arch away, tapering into nothing. 
This is well nigh impossible for a_ right 
handed person to do on a left eyebrow, 
unless working from above. Lip outlines 
present a similar problem. 

Only the mannequin artist with much ex- 
perience can dash off a set of features with- 
out a guide to follow. A better plan is to 


have several photographs of mannequin fea- 
tures of the degree and type of abstraction 
or style desired, to outline with pencil first, 
and perhaps to remove all with turpentine 
once or twice and commence anew. Tur- 
pentine will not harm the lacquer finish 
when it is hard dry, unless accompanied by 
excessive scrubbing. 

Each time the artist will want to warm 
up practicing the precise tight circular 
strokes going into the iris and pupil. A dif- 
ference of 1/32nd of an inch can create or 
correct crosseyed or walleyed effects or 
change a stare into that dreamy, vague look 
manufacturers shoot at in women’s man- 
nequins. Currently the iris is done over- 
size for that melting expression. At any 
rate, much study of a good sample, and not 
a little practice exercising should be behind 
one before undertaking a finish job. 

Features with realistic detail have not ap- 
peared from the manufacturers for some 
years. Even children, while exhibiting more 
color and sparkle in the eyes, have discerni- 
ble brushwork on scrutinizing from window 
distance. Monochromatic features are cur- 
rently popular in women’s mannequins, in 
delicate shades of sepia or taupe. There is 
an advantage in keeping the features on the 
neutral side in that they present no problem 
in the color selection of the clothes. 
Air-brushed eyes and brows have 


ap- 


—Top, an Oriental goddess prepared for a 
Bon Marche fashion show. Extra mannequin 
arms were secured to the trunk, and the whole 
painted gold and antiqued with green .. . 
Left, a cellophane snow princess with “Mist- 
lon" cape and plastic jewel coronet. The 
sheet cellophane was wound on a steel rod 
frame and secured with Scotch tape . . . 
(Photographs by Martin Moyer, Seattle) — 
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—Right, in a setting of shades of green the 
ballerina mannequin stood out in magenta 
fluorescent paint; concealed illumination was 
by means of fluorescent tubing of the type 
rich in ultra-violet . . . Center, the millinery 
heads were given a different texture by means 
of plastic lace applied with flour paste . . . 
Below, here the texturing was done with 
papier mache shredded paper— 


peared on some makes of mannequins in the 
past. They greatly simplify the manufac- 
turer’s problem of production but their sole 
advantage art-wise is their particular kind 
of neutrality or diffusion. An air brush, 
operating on the same air equipment as the 
lacquer spray gun, is desirable to have. 
Shadow can be blown into the eyes and 
brows in dilute lacquer color, over which the 
brush strokes in the same hue contribute 
definition. A template cut in wide masking 
tape can be used for the lips, too, unless 
“high fashion” brush technique is specified. 


A faint color has sometimes been blown on 
the high cheeks, but to current thinking this 
over does it, unobtrusive yet pleasant con- 
ventionalization being the goal. 

Hands should be removed from their sock- 
ets and held with a chamois for the paint- 
ing of fingernails so that the hand can be 
rotated during work. A tip from the letter- 
ing artists applies here: Approach a line or 
a curve from below and at an angle, so that 
the side of the brush near the tip does the 
work rather than the heel. The solid weight 
of the arm is behind the stroke as stabilizer, 
rather than the tension of the finger muscles 
as would be the case if the line were ap- 
proached from above. 

The most pleasing mannequin refinishing 
job involves a new wig, ordered from a wig 
manufacturer from measurements on the 
mannequin’s head as specified in the wig 
firm's instruction sheet.’ The fit of a wig, 
whether new or refinished, must be perfect 
to be in keeping with a good resurfacing 
job. Some firms now produce flexible wigs 
which fit all head sizes. 

Not all used wigs can be refinished. Some 
are so heavily laden with fixative that pin- 
curls can not be combed out and hairs will 
be brittle. Unless a short bath in lacquer 
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thinner will remove the fixative, leaving the 
hair with a human feel, the wig can not be 
salvaged. It can be saved on the chance 
that some part of it can be added to another 
wig of the same color at some later date. 

Where it tends to come loose from the 
fabric skull cap, sections of hair can be re- 
glued with lacquer based household cement. 
The wig is then ready for recombing and 
resetting. Pincurls are wound and secured 
with bobby pins, and waves placed with the 
assistance of cloths wound about the head. 
A hair style manual will be convenient for 
reference. It is important to work on the 
same head as will eventually wear the wig. 

Along with the pinning and securing small 
amounts of krylon plastic spray are added 
from a spray bomb sold by plastic supply 
houses. In a few hours when the pins and 
cloths are removed additional spray is added 
as permanent fixative. It should be applied 
from different angles to secure the pincurls 
firmly. 

The life of the wig will be greatly pro- 
longed in use if during dressing it is placed 
on a knob-topped stand with a secure base, 
instead of being dropped on the floor. 

[Continued on page 62] 
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HE word “transition” has recently been 

a favorite with copy writers, appearing 

simultaneously on many window cards 
and in newspaper ads. This same word 
could well describe the New York City 
displays during the past 30 days—starting 
as they did with appropriate summer wear 
and with a certain amount of tempo passing 
into the early fall fashions, even through 
the torrid weather continues. 

A persuasively cool and striking setting 
was achieved in a Franklin Simon window 
when cabana and casual clothes for men 
were presented (first photograph). Display 
Director Winston Jones confined the color 
theme to black and white. The apt legend 
on the card pinned to the right read, 
“Sparkling Vacation Cocktail a la Franklin 
Simon ... equal parts ... slacks . . . sports 
jackets and sports shirts . . . mix well 
with the newest and most colorful beach- 
wear from the street floor Men's Shop” 
and thus the mood was set for a well sug- 
gested bar. 
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\ shelf painted white was suspended 
against the pitch-black backwall and on this 
was arranged a nice array of liquor bot- 
tles, all painted white and labeled in black. 
Spaced from the back wall and at a lower 
level was suspended a second shelf, also 
in white and purporting to be the bar top 
with the bottles and liquor glasses in white, 
as were the bar rail and stools. 

Five authentic recipes for making drinks 
to suit one’s summer needs were pinned 
against the backwall. The floor finished in 
black completed the display. 

“Turn of the Season Silks” were hand- 
somely presented in six Saks-Fifth Avenue 
windows when Display Director Sidney 


—Upper left, by Winston Jones, Franklin 

Simon & Co. Upper right, by Sidney 

Ring, Saks-Fifth Avenue Lower left, by 

Luke Maletich, Gimbels . . . Lower right, by 

Gene Moore, Bonwit Teller . . . (All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City)— 
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isplays Blend 


Ring also presented an impressive collec- 
tion of abstract paintings by the noted 
fashion artist Réne Bouché, as the single 
and only needed prop. 

In the accompanying illustration (upper 
right) the mannequin was imaginatively 
painted in a subtle tone of gray to resemble 
the clay from which she was created and 
was wearing an all-black costume as she 
posed before a painting done in reds. The 
back wall was in light blue and the floor 
carpeted in gray. 

Complementary advertising on this pro- 
motion summed up the season's fashion 
story thusly: “Adele Simpson's crisp, 
faintly luminous taffetas and brocades that 
turn the corner of summer with you to be- 
come September twilight news. And note 
the romantic turn to skirts; even the slim- 
mest floats off in an apron at the front... 
Just a few of the lovely fore-shadows that 
are drifting into our fifth floor Dress Col- 
lections now (you needn't wait another day 
to wear them)”. 


vase ated 
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Summer And Fall 


The cages used by Display Director Gene 


The corner window at Gimbels offered 
satisfaction for the eye as well as for the 
sweet tooth when “Candy Colors for Sum- 
mer Confections” was the theme. 

Carrying out this thought, Display Di- 
rector Luke Maletich placed diagonally a 
long white platform which was backed by 
a row of bon-bon jars in exaggerated sizes. 
These cutouts in white were lightly painted 
in pastels to depict the candy motif. Over- 
size candy sticks, many of them, all wrapped 
in white cellophane and anchored from the 
ceiling by invisible wires appeared to float 
through the air. Hard candies, also cello- 
phane wrapped, were quite liberally scat- 
tered over the platform and floor of the 
window. The pure black background made 
an excellent foil for the props and soft 
summer dresses in this animated scene. 

Natural bamboo cages, originally designed 
to hang from the ceiling, were ingeniously 
converted by the display staff at Bonwit 
Teller’s into decorative lamp posts as seen 
in the fourth illustration. 








Moore measured 13, 17 and 25 inches. Two 
cages of identical size were wired together 
and supported by wood poling, also in 
natural color; wire was tacked on the back 
of each post and a light socket placed 
inside each of the two fitted cages. The 
grouping of the illuminated lamp posts and 
the pose of the mannequin contributed a 
nice feeling of movement to the overall 
effect. 

White gravel covered the floor. The 
streamer message read, erything takes 
a sweater this summer” — the sweater in 
this instance being black and worn with a 
white skirt. 

Three rather novel umbrellas made inter- 


esting props in three windows at Henri 


—Upper left, by John Robert Cobb, Henri 
Bendel's . . . Upper right, by Walter Hazel- 
tine, McCreery's Lower left, by Henry 
Callahan, Lord & Taylor . . . Lower right, by 
Charles Lenhart, Arnold Constable's— 


By VIRGINIA ROEHI. 


Virginia Roehl Studio, New York City 


Bendel’s when the mannequin posed a beach 
costume in a combination of white, blue 
and red. 

The frames of the three vari-sized um- 
brellas used by Display Director John Rob- 
ert Cobb were backed in two layers of 
tarlatan, alternating in a faded red and a 
light blue. A panel, air-brushed to repre- 
sent a summer sky, was slightly recessed 
from the frame, which with the side walls 
were painted a French blue. The hand of 
the mannequin, upraised to shield her face, 
her sun glasses and the floor covered with 
beach sand all were effective details to 
heighten the summer mood. 

“Pack up your cares and Go” was the 
legend in a series of McCreery windows 
with the word “Go” emphasized in green, 
the remainder lettered in black on white. 

In carrying out the theme of this cheerful 
advice, Display Director Walter Hazeltine 
suspended from the ceiling three pieces of 


[Continued on page 69] 





Display At Mars 


% UDOLPH AGUILAR, display director 
R of the Marston Company of San 
s Diego, California, has been with the 
Sstore 26 years. His department consists of 
‘Howard Harvey, Arlo Thompson, Rex Yale, 
‘Ted Sackley, and Thomas Brooks. Mr 
‘Aguilar and his staff are responsible for 
Mthe store’s 38 windows. Interior display 


DISPLAY WORLD 


By SALLY BAIRD 


is kept to a minimum, except during Mars- 
ton’s famous “flower displays”. 
Eight times a year the entire 
decorated with plants or cut flowers, all 
of which are grown in San Diego county. 
During the month of April, for example, 
about 1,500 5-foot branches of Eastern va- 
riety lilac, loaded with blossoms, decorate 


store is 
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the interior, and the windows feature mer- 
chandise all in lilac tones. This showing 
is so successful, year after year, that the 
store gets many calls inquiring for the 
exact date of this event; the date, incident- 
ally, varies from time to time, due to the 
effect of the weather on the flowers. 

Near the end of April, tulips grown in 
the nearby mountains lend their colorful 
notes to the store’s interior. It is interest- 
ing to note that the flower containers used 
for these flower displays consist of plastic 
bowls, 30 inches in diameter, with specially 
designed plastic frogs. On the main floor 
the flower units are double-tiered, creating 
a crystal fountain effect. 

Other flowers featured during the year 
are peonies, carnations, begonias, chrysan- 
themums, cattails, and poinsettias. The 
poinsettia exhibit at Christmas is the most 
ambitious show, consisting of over 5,000 
plants. In conjunction with the poinsettias, 
and made a part of the Christmas decor, 
are 360 electric candles covered with red 
satin ribbon which lend their amber light 
to the festive season. The lamps of these 
candles flicker with an irregular rhythm, 
and convey a perfect illusion of actual 
flames even to the most discerning. (The 
flickering of these 12 to 16 volt lamps was 


ton s 


the result of one of display’s happy acci- 
dents; a loose bulb connection first caused 
an irregular blinking, and after many hours 
of experimenting by the store's chief electri- 
cian, Hans Larsen, the same effect was 
achieved by the use of sprocket wheels, 
ratchet switches and motors. The candles 
now are used to surround the columns on 
the first floor, and each candle flickers at a 
different rate and timing than that of its 
neighbor.) 

The window display program at Marston's 
is a long range one, with many special 
promotions during the year. During Feb- 
ruary the features Southwestern sun 
fashions, especially designed fabrics and 
styles for resort wear. The backgrounds 
of eight windows for this promotion fea- 
ture full color oil painted murals 
by Arlo Thompson of deserts such as beauti- 
ful Borrego valley in San Diego county. 
The combined treatment of foreground and 
background create a very realistic illusion 
of great depth and distance not often found 
in window displays. The window cards for 
this promotion are flagstones, a novel relief 
from the conventional window reader. 

Another feature promotion is the Easter 
millinery showing, presented in four win- 
dows and treated as follows this year: The 


store 


scenic 


—Marston's features several special promo- 
tions each year, one of which is for South- 
western sun fashions. For this the display 
settings are scenic in nature, with the clever 
backgrounds by Arlo Thompson seeming to 
sweep away into infinity. The title of the 
promotion is lettered on natural flagstones, 
as pictured here— 
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—One of the characteristics of Rudolph Agui- 
play technique is his unhesitating use 
imum merchandise within relatively 

large space. The millinery display pictured 

is a good example, as are the two for apparel 
by well known designers. For these latter, the 
backgrounds are formed by interwoven rib- 

bons. The designer's name is lettered on a 

plastic sheet. Rose petals strew the floor and 

are suspended in mid-air— 


backdrop was of highly starched white 

tton lace of unusual width (102 inches). 
The lace formed a flowing, scroll-like bac 
ground for the.yards of imported French 
maline and real butterflies which also were 
used. The butterflies’ designs and brilliant 
coloring were so selected that the predomi- 
nating color of the butterflies matched the 
colors of the hats in each window. 

The Eastertime windows, featuring Ameri- 
can designers, were treated with an exquisite 
simplicity so characteristic of elegance. The 
entire background was a basket-weave mono- 
tone, created by weaving 4%-inch ribbon 
into a solid screen. This reduced the size 
of the window to a space appropriate for 
only one mannequin, in order to show one 
creation of each designer. 

Various other programs are scheduled 
throughout the year, all emanating from 
management. Some are prepared four or 
five months in advance, although two weeks 
to a month is more the rule. Display props 
are kept and re-used, and a subtle touch 
or simple arrangement is preferred to large 
units that detract from the merchandise. 
When properties are used, authentic items 
are preferred to artificial. Overhead light- 
ing is the illumination policy for all win- 
dows—the main windows having two bat- 
teries of lights. Both circuits operate dur- 
ing the day to combat reflection from the 
brilliant California sun, while only one set 
is used at night. 

The display budget is derived from a 
percentage of gains. Windows, interior 
sets, salaries, and display properties are 
all included in the one budget. 

Windows at Marston's as a rule are 
handled by the two displaymen and their 
assistants, under the supervision of Mr 
Aguilar. Each window has a specific day to 
be installed. All windows are changed on 
an average of once a week. 

The display program coincides with that 
of the advertising department whenever 
possible and windows and ads are arranged 
to appear at the same time, although this 
is done through management rather than a 
closely knit advertising-display operation. 

Mr. Aguilar feels that display should mean 
the presentation of the best merchandise to 
be offered, shown to the public as one trend 
of thought. 

“The relationship of one window to 
another plays an important part in the 
psychological reactions of potential cus- 
tomers,” he feels. By this he means that 
he believes in showing four windows of 
beautifully merchandised mannequins, and 
in the other four windows on the same street, 
suggested accessories which of course will 
have the styles and colors of the current 
season. * s succession of picture windows 
should record a definite thought in the mind 
of the window shopper, and if the choicest 
merchandise is presented, the reaction should 
be one of acquisition as well.” 
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stop: The Moon! Out in Los 


N Angeles, where people seem to be in- 

tent on living ahead of their time, 
this space ship business is taken seriously. 
In fact, there’s quite a bit of serious space 
ship “business”. 

Must be the influence of TV, Captain 
Video and assorted other inter-stellar per- 
ambulations, but the May Company's dis- 
play director, Stanley E. Thompson, wasn't 
found napping when smart children’s wear 
merchandisers came up with “Space Patrol” 
outfits. Mr. Thompsor built a smart space 
patrol ship, or whatever these things 
called. Done in silver and bright blue, the 
ship was rigged with control panels, jets, 
and a porthole through which appeared the 
flashing lights of a planet as they might 
be seen just before landing. 

The kids (and there were thousands of 
them) lined-up in block-long queues to walk 
through the space ship, manipulate the con- 
trol panel, and get in the proper mood to 


are 
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Interior Displays Around 


entice their parents into a purchase of space 
ship clothing. In the children’s department 
itself, columns were decorated with silvery 
blue jets and bright red rudder vanes, and 
several mannequins were grouped on the 
platform, displaying the merchandise. <A 
good display for a good all-around depart- 
ment promotion. 

While we're in Los Angeles, let's stop in 
at the Broadway-Hollywood where a real 
eye-catcher was used to sell bathing suits. 
\ mannequin was suspended in horizontal 
fashion, apparently swimming under the 
water, equipped with “flippers” and a fishing 
spear. Glass bubbles, resembling air bubbles 


—Upper and lower left, by Stanley Thompson, 
The May Company, Los Angeles . . . Upper 
right, by M. D. Luick, The Broadway-Holly- 
wood, Hollywood Left center, by H. 
Meissner, Franklin Simon, New York City .. . 
Lower right, by A. Fisher, Gertz, Jamaica, N. Y. 
. . « (All photographs by courtesy of Retail 
Reporting Bureau, New York City)— 
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The Nation 


released by underwater swimmers, were hung 
from the ceiling, and underwater floral dis- 
plays of fan coral and papier mache con- 
struction completed the scene. Display Di- 
rector M. D. Luick repeated on other ledges, 
with swimmers in various underwater po- 
sitions. 

We take a cross-country jump now 
to New York City where Franklin Simon 
has invested a plain shadow-box with as 
much life, vitality and depth as we've had 
the pleasure of seeing. 

The display case over storage bins behind 
a counter is a long and shallow affair. H. 
Meissner, interior display manager, used 
a white cut-out panel to form a_ border 
against the glass. Inside the case he simu- 


—Upper left, by A. Fisher . . . Upper right, 

by D. L. Herndon, Woodward & Lothrop's 

Bethesda-Chevy Chase, Md., store . . . Lower 

left and right, by Robert McCorkle, Bam- 

berger's, Newark... to center, by M. D. 
Luick— 





lated the straps of a subway train, with 
gloves (because that’s what this display 
was selling) attached to the handles. A wide- 
brimmed hat on a mannequin’s head pro- 
truded above the frame, and so did a hand 
holding a copy of the New York Times, 
appropriately folded in spbway-reading 
style. 

The car cards were travel posters, as was 
the display card with the legend “Our Gloves 
Go Everywhere” lettered on a background 
of mountains. This isn’t just a trick display, 
for what better way is there than to show 
gloves in use? And what better way to get 
right to the nerve center of glove use in 
New York City than showing a strap-hanger 
scene so familiar to all New Yorkers? 

While talking about localization of dis- 
plays we'd like to report on a visit to a 
store which constantly stresses its allegiance 
to its trading area: Gertz of Long Island. 
Nine times out of ten, or whenever it is 


[Continued on page 52] 


By MICHAEL SCOTT 
Retail Reporting Bureau, New York City 
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CK for midsummer wear has been 
growing in popularity for the past 
several years. This season Chicago 

displaymen introduced their newest fashions 
for hot weather wear of black on white, 
white on black, and black with the addition 
df jewels, but the magic of black was the 
propelling agent that produced some of the 
most outstanding displays on State street. 
The epidemic spread to nearly every store 
on the street, with numerous changes being 
made by the larger stores to keep their 
seemingly limitless stocks moving. 

The large corner window at The Fair fez 
tured black taffetas which Reed Schlade- 
man, display manager, shrouded in mystery. 
“Rustling black Taffetas Midsummer 
Magic ... the forecast for fall!” achieved 
their allure by treating the display as a 
cave with pulled-out rolls of corrugated 
cardboard sprayed mauve and black to 
represent the stalagmites and_ stalactites 
The walls were covered with mauve seam- 
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less paper and painted with rose colored 
lighting. Natural pinto beans furnished an 
unusual floor decoration. 

Along with the rustling taffetas Schlade- 
man used four windows to feature mid- 
summer's high fashion story of black faille 
for all « sions. The all-black merchan- 
dise against black walls was enlivened by 
two panels in each window covered with 
muslin, sprayed in an eggshell tint. In 
each panel a circle was cut out; the cut- 
out portion was covered with wallpaper or 
painted a solid color picked up from the 
paper. The cutouts themselves were hung 
on the black walls in a manner that formed 
a crescent, introducing design interest. The 
series contained several ideas for creating 
an impeccable display without a great deal 
of expense. Note how Schlademan sets one 
panel forward to break a straight line; how 
ledges are employed for the showing of 
accessories, and how effectively the cut- 
away portions of the panels frame the 


models, silhouetted in the illustration shown 
by wallpaper classic in feeling and delicate 
in design. The Grecian motif of the paper 
was printed on a rust ground and this color 
was repeated for the background of the 
second cutout, which had a draping of black 
moire to relieve its severe lines. For a 
touch of originality 300 pounds of split 
peas were purchased for floor ornamenta- 
tion in the four windows. The antiques 
that occupied a decorative position were 
from Schlademan’s own collection. The 
centered feature card read, “On the fashion 
scene . . . beautiful black failles to span 
the seasons!” 

J. Boghosse, display manager, Goldblatt 
Brothers, selected a cool green garden in 
which to play up the growing popularity of 
black for midsummer wear. Customers 


—Upper left and center, by Reed Schlademan, 
The Fair Store . Left, by Jack Boghosse, 
Goldblatt's— 





AUGUST, 1951 


DISPLAY WORLD 


Chicago Displays 


were reminded how cool they could be in 
black by means of a white statue on a 
ruscus-covered riser made of a galvanized 
tank. A hidden pump sprayed water over 
the statue, a sheet of clear plastic rimming 
the tank preventing the water from splash- 
ing on the merchandise. A segment of a 
low balustrade injected more white into 
the landscape for an over-all effect of cool- 
The copy, prominently located offside, 
“Your best bet is black. Right 
from morning to mid- 
elegance of 


ness. 
announced : 
for every 
night, the slim and shadowy 
sooty black.” 

A rather startling display by John Moss 
at Marshall Field & Co. was devised to 
draw attention to hosiery and shoes. The 
displays were pure fantasies, designed to 
stop traffic by unusual handling. Feminine 
forms were constructed of papier mache 
covered with actual cedar bark, sprayed 
with fancifully named colors given the 
hosiery by the manufacturer and the colors 
of the shoes dyed and named especially by 
Field’s. Such colors as black and white 
with rose glow, and Biarritz blue with 
French Powder were quoted for individu- 
ality and romantic import. The series of 
five included black and natural sandals and 
multi-colored shoes. In one of the scenes 
a table and chairs were provided with 
feminine legs as a means of displaying 
hosiery and shoes. Legs were affixed to 
such unrelated objects as enlarged card 
suit queens who walked on legs and ex- 
pressed motion by the application of man- 
nequin arms. 

In the illustration shown the shoes were 
dyed Biarritz blue, Field’s own color. The 
forms were sprayed powder blue and, to 
avoid a decapitated look, preserved ferns 
and twigs sprayed the same color were used 
in lieu of heads and hands. “Let your fancy 


occasion 


—The three displays at the top are by John 
Moss, Marshall Field & Co... . Ri 


be your guide with shades of summer” tied 
in with the fantastic compositions and ex- 
plained their aim. 

“Summer Sparkle” was the subject of 
four dazzling scenes at Marshall Field & 
Co. in which John Moss, director of de- 
sign, employed rhinestone jewelry tucked in 
unexpected places to glamorize 
cotton dresses, and dusters. The props were 
made from snow blocks, fashioned into ob- 
jects associated with the locale of the 
scenes. For example, in presenting misses’ 
suits under the sub-title “Captured in the 
chill sparkle of Rhinestones,” an old ice- 
box was heavily flocked white, the open 
door disclosing eggs, strawberries, and a 
milk bottle all ornamented with rhinestone 
jewelry. To a luscious slice of watermelon 
a jeweled brooch was pinned. Glittering 
white calcite formations were “draped in 
cool twinkling crystals” for a scene set in a 
cave; “a-gleam in clear, cold jewels” 
positioned on the peak of an iceberg, and 


blouses, 


Was 


By SHIRLEY WARE 


“caught in icy bits of glitter” represented 
mountain peaks over which an imaginative 
balloon floated. The bag was cut from the 
synthetic snow and an opening was filled 
with bits of “ice”, sprinkled with the jewels. 
The gondola was also filled with the imita- 
tion ice and rhinestones. Flittered and be- 
jewelled white lace decorated the prop 
while below lemon-colored snow had drifted 
into crevices. The two mannequins in sheer 
black and white linen, posed on the ice 
blocks, were lavishly adorned with bril- 
liants. The model in white carried a bril- 
liant blue scarf that intensified the blue 
background, supplying just the right color 
seasoning. The scintillating displays were 
provocative scenes that demonstrated the 
art of keeping sparklingly dressed in hot 
weather. 

Another series by Moss, featuring knit 
lingerie, exploited the time-saving quality 
of nylon. A stylized tree of plywood was 

[Continued on page 73] 








DISPLAY WORLD 


by i: ey ehring 


Display Designer and Consultant 
New York 


Arrangement: This first of a series of back-to- 
school promotions consists of several elements com- 
bined to form a single unit. 


Properties: Colorful pennants representing various 
colleges are attached to a triangular panel which 
serves as a background for the young student 
attired in a wool classic so essential to the college 
wardrobe. In the lower left is draped another 
wool model appropriate for campus wear. Large 
copy card is shown flanked against back panel. 


Arrangement: The third sketch concerns the 
younger or grade school group. The display con- 
sists of two definite units in interesting arrange- 
ment. 


Properties: Two very large, brilliantly colored, 
heavy papers are displayed in a scroll effect and 


the four little mannequins are shown playing 
around them. School outfits for both boys and 
girls are selected for this number. Copy card is 
shown in lower left. 
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Arrangement: The second of the series also con- 
sists of several elements combined to form a single 
unit and it, too, takes in the college group. 


Properties: Sign posts pointing the way to different 
colleges make an interesting back prop for this 
promotion. Mannequin is shown seated atop her 
traveling bags with her feet pointing to copy card 
displayed on floor of window. 


1951 
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COMING UP 


Arrangement: This college student display con- 
sists of many elements with no definite number of 
units, yet the display is neat and the window un- 


cluttered. 


Properties: Argyle socks are the winners in this 
display and they are attractively shown on cross 
sections of goal posts painted in gay colors. Foot- 
ball, copy card and several pairs of socks neatly 
displayed are shown on floor of window. 


Ella Nein seuts atsbe: 


TER BNA RE 


Arrangement: Two definite units are noted in this 
students’ shirt display. The units are tied-in, one 
becoming a part of the other. 


Leak aed 


gan 


Properties: The sketch shows the interior of a 
closet, presumably of a college room. The usual 
campus items are shown on its shelves. Pennants 
and signs add to the display. A grouping of shirts 
with ties is shown in front of window with large 
copy card flanked against them. 


Arrangement: This display of students’ apparel 
consists of three definite units in a well balanced 


arrangement. 


Properties: Properties for this display consist of 
drawing board, T-square and triangle. Slacks are 
shown in the making. The results of good design 
are seen on either side in the form of suits, one 
on the mannequin and the other on a form. Large 
copy card is shown at lower right. 
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Los Angeles Windows Cash In 


REEN is the predominant color in 
current Los Angeles windows, as 
displaymen use fresh tropical plants 
for props and create effects which are re- 
Beach wear and summer 
Mexican and 


freshingly cool. 
fashions are pointed up by 
South Sea island atmosphere 


John Flotten, display director of Phelps- 


Terkel, used hand-painted exican clay 
pottery to display “Clay-tone” clothes for 
summer wear. This was done in a series 
of four windows in which green and white 
grass matting was on the floor, with a bur 
lap backwall. The clay pottery was in a 
shadow-box spotlighted from overhead 
Three of the windows used tailored suits 
and in these yards of the suiting were 
draped in the shadow-box — the gray, beige 
and tan shades blending beautifully with the 
clay tones of the pottery. The fourth win- 
dow showed sportswear and the shepherd 
check material of the sport jacket was used 


in the shadow-box along with the pottery; 
here tan and reddish brown combined to 
blend with the earthenware. In three of the 
windows a planter in the form of a Mexican 
cart was used as a fixture to display ac- 
cessories; these were on the cart and on a 
green board free-form on the floor. 
Phelps-Terkel is a store for big men, and 
Flotten uses large size forms to show 
the suit coats and sport jackets. In the 
sportswear window a very colorful sport 
shirt picked up the Mexican colors painted 
on the pottery, and brown loafer shoes were 
shown instead of the two-tones used in the 
tailored suit windows. <A large parchment 
card in each window read, “Clay-tones by 


—At the upper left is a display by John 

Flotten for Phelps-Terkel Company . . . Upper 

right, by Charles M. Art, Mullen & Bluett. 

, Below, two displays by Bill Meissner, 
Ohrbach's— 


coloring taken from the rich 
clays of mother earth.” Card ornamenta- 
tion took the form of Mexican pottery. 

In connection with the men’s wear win- 
dows, Flotten had two women’s windows 
with mannequins wearing gay Mexican 
prints. One of them had on a red and white 
print and casual red shoes. She stood on 
a bamboo mat placed on top of the green 
and white floor covering. Natural straw 
and red predominated in this window, but 
yellow and green also were used. 

Next door at Mullen & Bluett, Display 
Director Charles M. Art featured Cata- 
lina’s “Caribbean Cruise” by showing six 
mannequins in beachwear of a_ hibiscus 
pattern. Two of the girls were on a little 
green hill, built up by boxes and covered 
with grass flooring. Behind them hung a 
fish net, Japanese glass floats, a panel of the 
hibiscus print, and a painting of a ship. 
Artificial hibiscus was seen growing on the 
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On Summer 


little green mound. The large window card 
said, “You can come along on this ‘Caribbean 
Cruise’ right here in cool California.” 

“Summer pleasures with fashions to 
match” read a large window card held up 
by a plastic fixture in one of a series of 
windows by Ohrbach’s display director, Bill 
Meissner. Two children’s mannequins stood 
on a little sailboat outline made of wall- 
board, with a cardboard sail bent to be sup- 
ported by the wooden mast. <A_ smiling 
yellow sun was painted on the white sail. 
Four mannequins were spotlighted, all dis- 
playing swim suits in which blue and white 
were the predominating colors. 

In another of Meissner’s windows a 
weathered board was lettered, “Planned for 
Summer holidays fashions that make 
the most of sand and surf.” The manne- 
quins were clad in blue and white denim. 
Three papier mache fish, almost as large as 
the mannequins, were suspended by invisible 


wire, and in the background large mache 
sea plants completed the under-water effect. 
The fish were salmon pink and the sea plants 
green. 

The two-thousandth birthday of Paris 
was observed at Ohrbach’s by five manne- 
quins wearing reproductions of famous 
Parisian designers. A typical price card 
read, “Designed in Paris by Schiaparelli 

reproduced in America by Ohrbach’s.” 
In back of the mannequins was the word 
“Paris” in huge cut-out board lettering of 
red, white and blue. Two French poodles 
of papier mache completed the Parisian 
picture. Another window by Meissner in 
which red, white and blue were the pre- 
dominating colors had a card which read, 


—Above is a window by Harold Kelly for 

Desmond's . . . Lower left, by Bill Meissner. 

Lower right, by T. W. Floers, W. & J. 
Sloane, Beverly Hills— 





SHERRY 


.. pick your fashion. . . 
Red ribbons stretched 
supported shadow- 


“Pick your color . 
pick your price”. 
from floor to ceiling 
boxes which held the acessories; there 
were white curved frames for the boxes. 

Harold L. Kelly, display director of Des- 
mond’s, used tropical split-leaf philoden- 
dron in a series of windows. The cards 
read, “Make yourself comfortable! Des- 
mond’s Tropeze, Like wearing a breeze!” 

“Sloane’s floor show”, by Display Di- 
rector T. W. Floers of W. & J. Sloane, was 
the slogan in cut-out script shadowed 
against floor coverings in various colors 
for a recent display. The name of each 
pattern appeared on small scrolls. 

For the Red Cross campaign, Floers had a 
merchandiseless window showing simply 
red crosses on a blue backwall, with the 
one word “Give!” in large white cut-out 
lettering suspended in front of the crosses 
and spotlighted from overhead. 
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Easily Built Units 
For The Small Store 


HIS series of articles is geared to the 

display needs of the average size Main 

street retailer who must operate on a 
limited display budget. The author has 
been in this interesting business for over 
20 years and for a good many of them he 
designed and installed expensive and elab- 
orate “prestige” displays for department 
stores and high class specialty shops, but 
the average merchant must spend his dol- 
lars on displays which will allow him to stay 
within a controlled budget and above all 
will help sell more merchandise. 

The word “sell” is the most important 
one in the dictionary for such a merchant 
and this was brought home to the author 
very forcibly when he became associated 
some years ago with a chain of retail stores 
in which all displays are designed to sell 
more goods. 

This does not mean that selling displays 
should not be attractive, but they should 
all tell an effective selling story — one 
which will help ring the cash register and 
secure more sales. 

To enable the writer to be of better 
service, he will welcome letters and com- 
ments relative to the value of the display 
ideas sketched here; he will also be glad to 
suggest solutions for any local problem. 

All these sketches will be confined to dis- 
plays and interior units which can be easily 
built by a local carpenter or store handy- 
man at low cost. 

(A) This is a good example, gleaned 
from the author’s scrap book, of what 
he has in mind; the figure is shown 
to give a suggested height for the unit. A 
length of 1 by 2-inch lumber, the necessary 
linear feet of ordinary lattice stripping, 
and a sheet of wallboard from which to cut 
the center leaves, are all the materials re- 
quired. First draw the outline of the large 
leaves on a sheet of brown paper and cut 
out. Lay this on a table and mark off the 
strips of lattice so when cut they will con- 
form to the shape of the paper pattern. Nail 
in position on the center 1 by 2-inch lumber 
support and paint with casein in a soft 
pastel green. The long narrow leaves in 
the center can be cut out of a sheet of 
wallboard with the indispensable “Cutawl” 
or by the slower process of using a sharp 
mat knife. The leaves should be painted 
soft yellow, shading in to green at the 
bases and tips. 

Any man mechanically inclined can make 
the unit with a hand saw and hammer, and 
the finished result will provide a very at- 
tractive center piece for a ladies’ fashion, 
accessories window, or interior spot display. 

Modern design window displays can be 
installed at low cost if a little ingenuity is 
applied relative to the design and materials 
used. 

(B) This unit is ideal for displaying 
ladies’ handbags, or the four shadow-boxes 
could be sized to hold blouses, shoes, and 
many other fashion accessories. Two of 
these units could be used, one on each side 


of unit “A” in a window display and the 
addition of a few smart new 1951 manne- 
quins would complete the setting. 

A length of ordinary curtain pole can be 
used, inserted in the holes drilled in the 
four boxes; thif will allow 


length of heavy 2 by 4-inch lumber drilled 
to hold the pole and support the unit. 

(C) The merchant who has a good local 
sign shop which can turn out effective art 
work for pictorial signs is very fortunate. 
In this case, the male head is painted onto 
the panel (which can be wallboard mounted 
onto a 1 by 2-inch frame) or a three dimen- 
sional effect can be obtained by using a cut- 
out head nailed to the panel—brought for- 
ward a few inches by means of a small 
block of wood. This type of unit display 
can be used on the top of a showcase or on 
a column in the hosiery department or in a 
window display. 

Note how the hose forms are displayed 
on a circular plywood unit used as part of 
this display, the construction details of 
which were given in an earlier issue. These 
small displayers are flexible and they can 
be used in many windows or interiors. 


Winners Announced 
In Magnavox Contest 

Top awards in The Magnavox Company's 
$3,600 Mother’s Day window display con- 


test for Magnavox retail dealers were won | 
Fitchburg, | 


by displaymen from St. Paul, 
Mass., and Waterbury, Conn., after an in- 
dependent judging panel had studied entries 
from all sections of the United States. 

Nine Magnovox television receivers val- 
ued at more than $3,600 were awarded as 
prizes, three in each division of the contest. 
Preprints of the Mother’s Day advertisement 
in Time, Life and The Saturday Evening 
Post and copies of the three magazines 
were used in all winning displays. Judges 
were H. Ford Perine, Life magazine, Robert 
K. Farrand, The Saturday Evening Post, 
and Louis B. Goodenough, Retailing Daily. 

In the division for department and furni- 
ture stores, first place was won by Andrew 
C. Pennig, R. N. Cordozo & Brothers, Inc., 
St. Pauli. Second place was taken by J. A. 
Allen, Abdalla’s, Opelousas, La., and third 
by Andrew P. Margo, Ruben Furniture Com- 
pany, McKeesport, Pa. 

Top winner in the music store division 
was Mrs. Norman Harrower of The Book 
Shop, Fitchburg, Mass. Second prize was 
won by Bodo Kurgas, Aaeolian Company of 
Missouri, St. Louis, and third prize by Sam 
Correnti of the Zeswitz Music House, Read- 
ing, Pa. 

First place in the radio-appliance stores 
division was won by Eugene T. Oviatt of 
McCoy’s, Inc., Waterbury, Conn. Second 
was Joseph M. Silver of Westminster Home 
Appliance, Hempstead, N. Y., and third was 
Steve Yura of Zemel Brothers, New Haven, 
Conn. 





them to be | 
moved around at various angles as required. | 
Note how the base should be braced with a 











= ~ FINEST < 
POSTER PAINTS 


Nowhere, absolutely nowhere, will 
you roy better working, better ap- 

better quality opaque 
water y FE ne than 


CRAFIINT 


TEMPERA 
Craftint Temperas are formulated 


COLORS 
from highest quality concentrated 
pigments. ey are free flowing, 
non-bleeding, and cover perfectly 
with a single stroke of the brush. 
All colors will not chalk or rub off. 
At your dealer or write direct. 
© Dries to a 
beautiful 
satin finish 
© Will not chip, 
crack or bleed 


i 


Available in 1 Or., 
2 oz., 

Pints, 

Gallons—also 6, 
and 16 one-ounce 
sets. Color card will 
be sent on request. 


THE CRAFTINT MANUFACTURING CO 


1633 Collamer Avenue . Cleveland 10, Ohio 











FLEXIBLE GLASS MIRRORS 


Perfect for Permanent Displays 


Inexpensive for Temporary Displays 


CORP 


PARALLEL MFG 
38. N.Y 


15 SPRUCE ST. N. Y 
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3 ( = magazine's recent showroom 
presentation previewing fall fashions 
from the August and September is- 

sues of the publication served promotion 

-and display executives, as well as buyers 

-and merchandise people. More than 500 


aca? 


executives from 146 stores and 15 buying 
offices attended the showings, where apparel 


was displayed in a natural store setting. 

Charm’s editors extended the concept 
of a magazine's responsibility to retailers 
“by presenting ideas providing display that 
promised maximum Window and 
interior displays projected the “Clothes That 
Work Wonders for You and Your Paycheck”, 
theme of the above-mentioned issues of 
Charm. In addition, all displays stressed 
“Fashion is a continuous story for women 
who work”, since Charm is urging retailers 


sales. 


Charm’s Showroom 


DISPLAY WORLD 


to establish a year-round promotion for 
this consumer group which shops steadily 
rather than seasonally. 

Tom Lee, New York City display con- 
sultant, designed the “Clothes That Work 
Wonders” showroom and set up window, 
accessory island and interior displays that 
could be reproduced by retailers locally. 
Props familiar in every office and to every 
woman who works were “exploded” to turn 
conventional telephones, wastepaper baskets, 
file boxes into imaginative settings. Lee 
used inexpensive, easily available materials 
in setting up four window backgrounds ap- 
propriate for showing fashions in dark fall 
colors. 

Windows featured simple, inexpensive set- 
tings. A carpet of gray gravel purchased 
cheaply in bag lots made a floor covering 
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Suggests Displays 


with interesting texture. Windows were 
painted brown and spatterdashed with gold 
and black, with one prop centered in each 

a floor-to-ceiling column of metal 
waste paper baskets painted white and spill- 
ing over with white paper; an adding ma- 
chine with used tape rolling off the machine 
to encircle mannequins; in-out filing boxes, 
piled almost ceiling high, spilling out with 
letters, memos and forms; a pole reaching 
from floor to ceiling, holding prop tele- 
phones and memo pads. 

To tie the windows together, adding ma- 
chine tape was used again, this time printed 
with “fashion is a continued story for women 
who work” threaded through each window. 

Lee solved the problem of old manne- 
quins by giving them a complete coating 
of white casein paint. Only one feature, 
the lips or one eye, was painted on each 
mannequin to highlight make-up colors. 

To help make the most of interior space, 
Lee devised a wall display for accessories. 
Using a black felt background, hats were 
displayed on brown cardboard rolls, gloves 
on wire stretchers, and thin 
shelf beneath. Accompanying was 
written on secretarial dictation pads. Another 
wall display showed lingerie spilling out of 
the accordion files familiar to women who 
work. 

To help block out unattractive windows 
or to divide sections on a floor, Lee intro- 
duced “vinylite”, or shower curtain sheeting, 
stretched across 1 by 2-inch frames. Spat- 
terdashed, these served as a decorative note 
as well and permitted natural light to filter 
through. Inheriting a worn showroom floor, 
Lee added a positive note by painting it in 
spatterdash to tie-in with the general color 
scheme of the display. 


shoes on a 
copy 


—Telephones, filing cabinets and other articles 

familiar to every office were used by Tom Lee 

in designing displays for Charm magazine's 

recent showroom § settings previewing fall 
fashions— 
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DIP IT! DRAPE IT! SHAPE IT! 





COLLOID TREATED FABRIC Write with 
Production method: Time 30 seconds for 12 in. star. 66 Ot 
(a) Stud plywood with nails (brads) for desired pattern—FIG. No. 2 Celastic 
(b) Drill corresponding plywood with holes to fit over nail pattern—FIG. No. 1 


(ce) Place No. 2 plywood over No. 1 and then place sheet of waxed paper over 
protruding nails. 


(d) Dip “Celastic” strips into softener (No. 120 “Celastic” cut into 3/16” strip) 6 
and weave inside and outside nail pattern. 

(e) Lift No. 2 plywood off No. 1 plywood and gently slip off waxed paper with the 
“Celastic” stripping in pattern form. Within 20 minutes “Celastic” will be 
dry and the waxed paper may be removed. 

“Celastic” dries in 20 minutes, 

is lightweight, unbreakable 

and weatherproof, too! 


Weave It! | h Wrought Iron 
Scroll Effects 


Screens Messlel 


Used in 
Scribble 


Sculpture 


or Plaques 





<_ 


WRITE TODAY FOR DETAILED LITERATURE . . . IT'S A DISPLAY MUST! 


i NATIONAL DISTRIBUTORS — U.S.A. AND CANADA 
E- DISPLAY AND ALLIED INDUSTRIES 
e ——~ 
en Walters inc. 


125 WEST 26TH STREET, NEW YORK CITY 1 


rade mark of the Celastic Corp. 





DISPLAY 


...on and off the record 








—Lou Volz, president of the Chicago 
Display Club, had the pleasant task 
of crowning Duanne Gallistel, Three 
Sisters, Inc., as the club's Display 
Queen during the recent Market 
Week. In addition to the honor, 
Miss Gallistel received an all-ex- 
pense-paid trip to New York City— 


—An unusual sight during Display 
Market Week is that of three display 
factors entertaining each other. Do- 
ing just that are, left to right, Franz 
Gobbi, Zaria Displays; Mrs. Joseph 
Librizzi and Joe Librizzi, Radiant 
Glass Fibers Company, and Leo 
Fidler, Timely Service, Inc. The last- 
named is from Brooklyn, the others 
from New York City— 


This is John E. 
Jack) Campbell, 
ew manager of the ’ i 
isplay Division of k : —Ed Urbans, left, 
herman Paper Prod- chats with Allen 
cts Corporation, ' 6 : Wells, well known in 
— Upper Falls, ae f — Penang cir- 
ass. He has been ae cles. Urbans is dis- 
jn the display field t oy play manager for 
for some 17 years— P. A. Meyer & Sons, 
¢ 4 Erie, and president 
of the Advertising 
and Sales Club of 
that city— 





—Sol Katz, display director for Bond Stores, New York City, re- 

ceives the first prize aword for his display on behalf of Brother- 

hood Week during a contest in the metropolitan area under the 

sponsorship of the National Conference of Christians and Jews. 

The presentation is made by John Hawke, of the organization, at 
the right, while Irene Hamar, 
Brazilian sculptress who was 
one of the judges, looks on— 





—Displaymen from the Cali- 
fornia zone stores of Sears, 
Roebuck & Co. Front, Russ 
Gonder, San Mateo; second 
row, Ted Capelli, Reno; Henry 
Vadakin, display director for 
the zone; Max Gans, assistant 
to Vadakin; Kenny Moore, 
Bakersfield. Third row, Chuck 
DeMoore, Santa Rosa; Bud 
Hardin, Stockton, and Jay 
Davis, Ventura. Fourth row, 
Hard Hardin, Modesto; S. 
Edmondson, San Louis Obispo; 
Danny Martin, Salinas; Walt 
Kaulback, Hanford— 
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“Easiest display background we ever used...” 


That's what smart stores all over the country 
are saying about 


PHOTO MURAL FABRIC 


The versatile, photo-scenic background that adds a note of 
charming realism and distinctive color to any display. The 
fine, close-weave rayon fabric is durable, easily cleaned and 
stored for use season after season. Now, choose from a wide 
selection of seasonal and promotional scenes. 


$ Per Panel 
ONLY 1 1 each panel 100" high, 42" wide 


Immediate Delivery 





No. 1 Rustic Woodland — 5 panels: $55 complete Order Direct Or From Your Jobber 


In Shades of Green, Brown or Wine 


14 Different Scenes for any season or any promotion. 


Send today for new, complete catalog. 


DECORATIVE DISPLAYS ° 57-57 63rd St., Maspeth, L.I.,N.Y. 


Be Ready For Christmas! 


GET OUR NEW FREE COLORFUL CATALOG 1 


You'll do a bigger, more profitable business this Christmas 
by building greater store traffic. And here’s the easy, 
most economical, sure-fire way to get more customers 
in the buying mood — use brilliant, Christmas-colorful, 
attention-getting Corrodek displays. Sherman’s new, free 
pms q 4 N aN : —) -& Christmas Display Guide has pages of sales-producing ideas. 
ii hi it 5 Get your copy from your distributor or write Dept. D-8. 
all {rh Hyyany 
| 


jetnttt Get Your included in the aew Sherman Christmas Bisplay Guide: 
Nanas at if Oh rt 37k FREE COPY Die-Cut & Four Color Valances 
sia ii Te : nt i ne NOW! Four Color Pano-Murals Dimensional Cut-Outs 
“all 

















72” Sno-Trees Nu-Curve Giant 10-ft. Repeats 
And many more sales ideas 
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NEWTON UPPER FALLS 64, MASS. 
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N every shopping center, regardless oi 
size, there are many displays vying with 
each other for attention. Whose win- 
dow will obtain the maximum of this 
precious commodity? What attraction will 
be strong enough to get a customer into 
your store? What will keep him there? 
And what will make him spend his money? 

Fluorescence offers a new dynamic ap 
proach which is steadily proving its merit. 
light, and motion have established 
their value as sales tools. Fluorescence has 
actually become a new tool. One might 
term it a new dimension in color. The 
mechanics are simple, the expense low and 
the results impressive. 

What are these fluorescent materials? 
What makes them revolutionary? Briefly, 
fluorescent materials have the unique ability 
to receive radiant energy from invisible 
ultra-violet rays of light (black light) and 
to convert this energy into visible light of 
a predetermined color. It was not until 
quite recently that fluorescent materials 
were made applicable to products which 
could be extensive commercial 
Bests 


Color, 


used on an 


[wo main types of fluorescence are avail- 
mable—daylight fluorescents and black light 
Muorescents. Chemically, the daylight fluo- 
Wescents belong to the organic group, while 
the black light fluorescents belong to the 
Gnorganic group. The brilliance life of all 
Auorescents is limited, depending upon their 
exposure to the elements. 

Daylight fluorescents are those signs, 
Paints, papers and fabrics which emit high 
brilliance in daylight, i. e., without special 
Hlumination. This group is even more 
brilliant when activated by black light. 

Daylight fluorescents are available in the 
form of papers, sign cloth and brushing and 
Spraying Paper stock treated with 
this pigment can be silk-screened, letter- 
press printed, photo-offset and lithographed 
with regular printing inks, which is a tre- 
mendous advancement. Now for the first 





colors. 
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By DR. A. MAYER and ROBIN RAU 


James A. Norris Company, New York City 


time fluorescent papers are widely used for 
display purposes, e. g., billboards, leaflets, 
stickers, labels, streamers, price tags, cut- 
outs, etc. The brilliance of fluorescent colors 
ranging from double to quadruple that of 
ordinary colors will carry a message or 
identify a product with an impact never 
before possible. Sensational effects are 
created when fluorescent materials are black 
light treated. This combination offers un- 
limited possibilities for novel and long-re- 
membered displays. 

Also available is a flexible daylight fluo- 
rescent round which can be used with dra- 
matic effect. It can be shaped in any linear 
or dimensional design and set in motion 
under black light. When combined with 
black light, it becomes almost a flexible 
neon. In motion under this light, mobiles 
and circular designs created in this medium 
appear to be moving at great speeds due 
to the principle known as_ stroboscopic 
illusion. 

Black light fluorescents, which are in- 
organic oil base paints, are activated by 
black light only. Black light fluorescents 
are more stable than the daylight fluores- 
cents. Their brilliance life lasts approxi- 
mately from three to five months. 

The growing popularity of these materials 
is by no means due to the fact that they 
are newly discovered. Fluorescent ma- 
terials are widely distributed in nature and 
easily synthesized in the laboratory. 

The term black light refers to manufac- 
tured ultra-violet rays, the production of the 
band of light rays beyond the visible por- 
tion of the optical light spectrum. Black 
light has been employed for many years in 
such fields as crime detection as well as for 
the illumination of instrument panels on air- 
craft. However, it has only been in the 


past few vears that improved methods of 








Using Fluorescence And Black Light 


manufacture have made it inexpensive 
enough for wide-spread use. 

It should be borne in mind that there are 
limitations to the use of black light, and 
that this realm of fascinating magic has 
certain definite restrictions. The user must 
remember that black light should not be 
used in windows that are adjacent to very 
bright lights such as street lamps or within 
a window where incandescent lights are 
burning while the black light unit is on. 
In fact, black light treatment to be most 
effective needs very subdued surrounding 
light or total darkness. If darkness can 
not be obtained, a shadow-box treatment 
should be considered with the depth of the 
box determined by the strength and amount 
of surrounding light. Shadow-boxes should 
be covered in dark absorbent material. The 
amount of black light required would be 
dependent on the size and amount of mer- 
chandise displayed. A shadow-box frame 6 
feet high by 6 feet wide should not be less 
than 18 inches deep when used with an 80- 
watt black light unit. An 80-watt unit will 
cover not more than a 10-foot height by 
6-foot width. Black light fixtures are avail- 
able in 6-, 8-, 15-, 30-, 40-, 60- and 80-watt 
units for both indoor and outdoor use. 

Another point that one must be continu- 
ally alert to is that black light ordinarily 
will not show up merchandise unless it is 
fluorescent treated, such as the new fluo- 
rescent-dyed yarns used in wearing apparel. 
Such products as leather goods and cloths 

[Continued on page 50] 


—Top, a cross-section and plan view of a show 
window with black light installation, showing 
front, top, or side installation . . 3 
shadow-box type frame with black light in- 
stallation, either top, front, or side— 





For years a talented group of West Coast creative minds has been making 

magnificent contributions to the art of Visual Merchandising. 

Seems that almost every time a prize-winning display was conceived, 

Pacific Promotions (corporated disguise for these geniuses of Display) 
were back of it. If you’ve missed this rare crowd’s 
highly successful store jobs for Anniversaries 
and Important Events, now’s the time to find out 
what’s cooking in animated and still displays 
for Christmas. Store execs who saw sketzhes here 
or at the NADI Chicago Show were—yes—enthralled! 
You interested? Better write or phone us today! 


0, 4 
7] CWowe hue, 498 Seventh Avenue, New York 18 » Dot Williams, president 


MARY BROSNAN MANNEQUINS 








THE GREAT STIMULUS TO INCREASE DAILY SALES 


A Selling Force in MERCHANDISING 
FOR RETAILER — WHOLESALER — MANUFACTURER — NATIONAL ADVERTISER 


9 (IT HAS NO EQUAL) 


Models 
Carrying Electrical 


from : 
5 to 200 Ibs. Turn Tables 


Requires 


4 No Oiling 


Classical No 
Aluminum Maintenance 


Models 
seamed A Year 
Electrical Guarantee 


"ac SALESMAKER “is” 


Does just what the Name implies! — 


Send for our colorful, illustrated, 8-page brochure. We herald the names of many outstanding 
users of our product. Gives you complete information, pictures of models, specifications, prices. 


LIFE in the window means ACTION at the COUNTER 
MORGAN-LAPHAM INC., 1775 sroapway, NEW YORK. PLANT: NEW CANAAN, CONN. 
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Foreign Displays 


From the textile section of the British Industries Fair, 
London, comes the first display. Fabrics by Ferguson Bro- 
thers, Ltd., Carlisle, were shown draped from tgures and 
branches painted on the background of the circular setting. 

At the upper right is a window by Hermann Schlipphacke, 
display director for Westdeutsche Kaufhof, a department store 
in Cologne, Germany. For this display of dress fabrics, 
Schlipphacke created an immensely tall mannequin by standing 
the figure on a pedestal and draping the textiles in layers to 
form a skirt. Maline was bunched on the background, along 
with clusters of flowers. 

stephens, Barter’s Pty. Ltd., Hurtsville, Australia, did 
the center display for a showing of lingerie. The background 
art work was in tones of pink, supplemented by pink drapes 
and blue standards. The lingerie itself was in black and 
blue. 

Jacques Van de Beuque, who is a native of France but now 
operates a display studio in Rio de Janeiro, numbers several 
commercial airlines among his clients. At the lower left is 
one of his posteresque displays used by Air France. As to 
display in Rio, he comments: “I found here a very promising 
future since it is a growing city which is developing fast and 
offers great opportunities in the display field.” 

The final display is by I. Bjorkman, Nordiska Kompaniet, 
Stockholm, and shows how a large window has been masked 
off to center attention on small merchandise such as perfume. 
Three big windows were so treated. Bjorkman sa 
difficulty is to make full use of the depth and the height of 
these windows, and we try to solve this problem by displaying 
vertically and reducing the depth by placing the merchandise 
near the spectator.” 
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Bonwit Teller Opens 
In Cleveland 


The sixth store of Bonwit Teller, whose 


headquarters are in New York City, opened | 


in Cleveland a short time ago and for the 
sixth time during the past half-century 
mannequins by D. G. Williams, Inc. were on 
hand tor the opening. 

A spokesman for the New York City 
mannequin firm says, “The smart Fifth ave- 
nue shop and Williams got together back 
in 1902 when the first Bonwit store opened 
its doors in New York City. 

“There came a period when Bonwit's fol- 
lowed the practice of displaying merchan- 
dise on satin-draped forms. Then some 
years ago they saw the ‘Vazah’ mannequins 
for which Williams was the distributor. 
They used a quantity of them sculptured in 
the images of America’s ‘Ten Best-Dressed 
Women’ and created a sensation. Many 
quality stores which until then had the im- 
pression that only forms could express good 
taste suddenly switched to mannequins as a 
result of the display at Bonwit’s. Much 
credit should be given the then display 
director, Helen Cole, whose windows had 
style, beauty and considerable drama. 

“Today Gene Moore, Bonwit display di- 
director, works closely with Mary Brosnan 
and the 38 figures for the new Cleveland 
store, exponents of the new wasp waist, are 
the result of a Brosnan-Moore collabora- 
tion; Dorian Lee, the well known model, 
posed for the figures. Other Bonwit stores 





are in Chicago, Boston, Palm Beach, White | 


Plains and New York City.” 


Wells And Bryan Win 
Top Contest Awards 


Hager & Brothers, Lancaster, Pa., won 


first prize in the department store division | 


of The Wool Bureau's second nation-wide 
women's wear window display contest for 
spring, 1951, the Bureau makes known. First 
prize in the specialty shop division was won 
by the House of Fabrics, North Hollywood. 

An award of $250 in U.S. Savings Bonds 
went to each store. The winning windows 
were designed by F. W. Wells, Hager & 
Brothers, and Ben Bryan of the House of 
Fabrics. 

Second prize of $100 in bonds in the de- 
partment store division went to Andera’s, 
Santa Barbara, Calif., for a display by Dee 
Snow, and third prize of $75 was awarded 
to Coulter's, Los Angeles, for a window 
by John E. Cooke. 

Second prize of $100 in the specialty 
shop division was won by Bradley's, Marys- 
ville, Calif., for a window by Sam W 
Crouch. 

A special prize of $100 in bonds was 
awarded to the H. C. Henshey Company, 
Santa Monica, Calif., for the outstanding 
wool window on view during May. The 
winning display was by L. A. Beltz. 

Judging was done by Tom Lee, merchan- 
dise presentation consultant; Henry Calla- 
han, window display director of Lord & 
Taylor, New York City, and R. C. Kash, 
editor, DISPLAY WORLD. 


Friedman Display 
In New Quarters 

Friedman Display Company has moved to 
larger quarters in a street floor location at 


220 West Jefferson street, Louisville 2. 
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nu BLUINKER-LITES 


ONLY ONE YEAR OLD 


Yet the Most Sensational and 
Most Desired lighting unit ever 
to hit the Display Field! 


“Uns 
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For Displa yl ghting 


JUST RELEASED 


@ New Price List 


Write for your 
copy NOW! 
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its av r - 
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Jobber Inquiries Invited 


A. NOEL A MANUFACTURING CO., INC. 


1675B THIRD AVENUE, NEW YORK 28, N. Y. 








Santa Claus WIG & BEARD sets 
made of 100% DuPont NY LON 


FLAMEPROOF — WASHABLE — COMBABLE 
These superbly styled, pure white, non- 
fading wig and beard sets of 100% Nylon 
Hair are constructed to give them the 
most natural appearance possible. They 
ore soft, non-inflammable, and can be 
washed and recombed. The beard is ap- 
proximately 15 inches in waved length. 

$25.00 F.0.B. N. Y. 
We also manufacture display Manikin 
Wigs out of Nylon and other materials. 


MEYER JACOBY CORPORATION 


34 W. 20th St. New York 11 
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ITH the coming of autumn and the 

opening of the opera and symphony 

season not far away it is interest- 
ing to examine a group of displays used in 
Dallas for such an occasion. They were 
done by Dale Brown and John Hanby, under 
the direction of Fred Zimmerli, display 
manager of Sanger Brothers, and made an 
excellent tie-in between fashion merchan- 
dise and a civic event of much local im- 
portance. 

Fred Zimmerli describes this series of 
windows as follows: 

These displays were selected from a 
group of Sanger Brothers windows saluting 
the annual Metropolitan Opera season in 
Dallas. The visit of the Metropolitan to 
this city each year is one of the ma 
events of the social and cultural season. It 
is the subject of extensive promotion from 
all the major fashion stores since, aside 
from being the greatest single occasion for 
gala formal dress in this city, visitors are 
attracted from all over the Southwest and 
even from Latin America for the occasion. 

“Sanger Brothers utilized its entire fash- 
ion bank of windows for this promotion, 
each window being devoted to one of the 
operas to be presented here. The settings, 
executed entirely in sharp black and white, 
consisted of an enlargement of the score of 

aria from each opera, with a 
silhouette depicting the situation of each 
aria. 

“All the silhouetted figures were of flat 
black, elaborately accented with jet, se- 
quins, lace, and rhinestones. Music notes 
covered with jet and touched with black lace 
were also used. These hung against a 
single panel of white satin. The lone color 
accent was furnished by long-stemmed coral 
roses. 

mannequins were dressed and ac- 
cessorized in black or white. Scores and 
librettos of the operas were used in the 
accessory units. An intricate system of 
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spotlights dramatically highlighted the | 
gowns and the silhouettes. 

“The first display shown, devoted to the 
‘Barber of Seville’ portrays the aria ‘Una 
Voce Poco Fa’, in which Rosina sings of 
her determination to wed the man who has 
serenaded her. The theme for the second 
window pictured came from ‘Fledermaus’ 
and Adele’s laughing song ‘Look Me Over 
Once’. Next is a display illustrating the 
aria ‘Un Bel Di’, from ‘Madama Butterfly’, 
in which the deserted Japanese girl sings of 
the day when her American lieutenant will 
return, | 

“The last window pictured here depicts 
the aria ‘O Don Fatale’, from ‘Don Carlo’; | 
the figures illustrate the grief of the Prin- 
cess Eboli on learning from the queen that 
she is to be banished from the court.” 


Displaymen Named 
On Committee 

Displaymen appointed to the planning 
committee for the thirtieth annual Fall Win- 
dow Display Night observed in Lincoln, | 
Neb., include the following: Don Whitmer. | 
Bond’s; Marlo Moore, Gold’s; Dick Ernesti, 
Miller & Paine; Herbert Dorn, Hovland- 
Swanson; Leo Schwartzkopf, Sears, Roe- | 
buck & Co., Worth Winslow, Ben Simon & | 
Sons, and Walter Ducker, Magee’s. | 

The event drew approximately 50,000 per- | 
sons to the shopping district last year. It | 
will be held on September 11 } 


Francis Romaine Joins 
Timely Service 
Timely Service, Inc., Brooklyn, has added 
Francis Romaine of Cincinnati to the sell- ; 
ing staff. He will cover Ohio, New York 
State and Pennsylvania. 
On the West coast, Timely has appointed 
Jerry Gerard to represent the firm in that 
area. 


Colored Plastic Letters 
Are Announced 

A line of stock plastic letters, numerals 
and symbols in color has been announced 
by J. E. Barron & Associates, Cincinnati. 
They come in sizes from 1 to 4 inches: 
made of styrene, they are easily and per- 
manently attached to acrylic plastic by the 
use of a solvent. The firm also supplies 
acrylic plastic sheets and the solvent if 
desired. 

Green, red and black are the colors avail- 
able in all the above-mentioned sizes, with 
the addition of yellow and blue for the 1- 
inch letters. 


COMING UP! 
National Aviation Day August 19 
Labor Day September 3 
National Tie Week September 8-17 
National Home Week September 9-16 
Constitution Day September 17 
National Business Women’s Week 
: September 23-29 
National Sweater Week September 24-29 
National Fire Prevention Week October 7-13 
Columbus Day October 12 
National Wine Week October 13-20 
National Hat Week October 14-20 
National Letter Writing Week 
; October 14-20 
National Posture Week October 15-20 | 
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Garrison-Wagner Company 
St. Louis, Missouri 


Tales Pleasure in Announcing 
Nt will carry the Complete Line 
of Outstanding Mannequins 
Designed and Created 
by 


W 
uM 
OF HOLLYWOOD 


Our Representatives Are Carrying 
a Brochure Showing the Complete 
Zeppen-Field Line. Be Sure to Ask 
Them to Show it to You. 


Garrison-Wagner Co. 
2018 Washington Ave. St. Louis 3, Mo. 
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Every Community Needs 
A Good Display Club 

Here and there in the 

happenings one comes across such items as 
the golf tournament and supper held by the 
Baltimore Display Guild; the civic activi- 
ties of the San Diego Display Association; 
the sponsorship of a Display Queen by the 
Chicago Display Club, with the winner re- 
ceiving an expense-paid trip to New York 
City; the Christmas party of the St. Louis 
Display Guild; the series of educational 
Smeetings of the Atlanta Visual Merchan- 
dising Club, to name only a few highlights 
in the programs of 
ganizations. 
* These clubs, and a few others not 
tioned above, are living testimonials to the 
fact that any city can display 
group if local displaymen are willing to 
work for it. The present active clubs serve 
a wider purpose than simply providing 
members with an opportunity to get  to- 
gether from time to time. They engage in 
civic affairs and back local charity drives, 
symphony fund raising campaigns and simi- 
lar promotions. They help in the planning 
for Christmas for the 
shopping area, they aid in bringing a holi- 
day environment into orphanages and homes 
for the aged; they provide instructive and 
interesting programs for their 
for their own benefit and that of the pro 
fession. 

Organizing a display club is not particu- 
larly difficult. It 
eral local displaymen getting together for 
lunch, working out some of the objectives 
for the club, and appointing a 
small committee to draft a constitution and 
(Copies of other display groups’ 
by-laws can be had by 


news of display 


these progressive or- 





men- 


have its 


decoration schemes 


members, 


usually consists of sev- 


prope sed 


by-laws. 


constitutions and 
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requesting them from DISPLAY WORLD.) 
When these are ready an organization meet- 
ing is held, officers nominated or elected 
then and there, program, membership and 
other committees appointed, and the club 
is off to a flying start. 

It is after the first few meetings, when 
the novelty wears off, that most new clubs 
flounder and find the going getting rough. 
Usually there are three reasons why this 
comes about. 

First and probably foremost is the lack 
of really interesting programs. Meetings 
where a review of the previous session is 
the principal item on the agenda are 
doomed from the start. Hence the program 
chairman and his committee can, over a 
period of time, make or break a display 
club. Thus it is of primary importance to 
pick the best possible persons for this com- 
mittee. 

Experience 
ning’s program is 


indicates that a good eve- 
about evenly balanced 
between educational features and amuse- 
ment. Demonstrations of different phases 
of display, talks by prominent local re- 
tailers, addresses by authorities in display 
— all these and others of a related nature 
make good educational programs, and each 
can be provided for with little difficulty by 
an alert committee. Mixed into 
each meeting something of en- 
tertainment, perhaps a motion — picture 
travelogue furnished by a local air line, 
railway office or steamship line: door prizes, 
buffet supper — anything at all which will 
provide a welcome diversion in the way of 
entertainment. 


program 
should be 


‘ason for poor attendance at 

elementary one: No_ re- 
members in ample time 
for them to plan to attend. It should be 
the secretary's job to send out written 
reminders of coming meetings, and if nec- 
essarv to follow up with phone calls to key 
members who in turn are asked to call two 
or three others. 

Third among the common faults is trvine 
to have too many meetings, and this is 
usually cured bv experience. If club meet- 
ings are held at night. once each month is 
enough: if held as luncheon meetings, not 
more than twice monthly should be the rule 


The second : 
meetings is an 
minder was given 


The community which has a good, active 
display club can count itself fortunate. Few 
cities would be found without more 
displavmen realized the value of such 
organizations 


one if 


Cutler Names Requirements 
Of Store Lighting 

The modern concept of store lighting calls 
for its use as a primary factor in merchan- 


dising. Besides making its own important 
contributions to selling, lighting at the 
same time can enable the merchant to utilize 
more effectively all other appointments and 
components of his establishment. 

This concept was described in detail by 
C. M. Cutler, General Electric illuminating 
engineer at Nela Park, Cleveland, in a 
paner, “Creating a Selling Environment 
With Light.” presented recently at the meet- 
ing of the International Commission on TI- 
lumination at Stockholm, 

“Overall lighting 
or tone, of the 


Sweden 
can set the atmosphere, 
establishment. It may do 
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this as an integral part of the architecture, 
creating patterns of brightness and color ap- 
propriate to the character of the store, and 
performing specific merchandising func- 
tions,” Cutler stated. 

“Rendering the form, pattern, texture 
and other details of merchandise visible 
through a range of distance is but one of 
store lighting’s objectives. Light should 
also be applied to identify or differentiate 
departments, to command attention, to guide 
circulation, to provide specific settings or 
backgrounds that add to the appeal of the 
goods displayed,” according to Cutler. 

Elements which determine the approach 
to the store lighting problem were listed by 
Cutler as including: Type and size of store, 
character of merchandise, store layout, sur- 
face characteristics of fixtures, walls, ceil- 
ings and floors, and structural features, 
such as columns, beams, joists, ducts and 
sprinklers. 

Basic considerations in the planning of 
the lighting, he declared, are relative il- 
lumination in zones, directional quality, col- 
or quality, general tone or atmosphere, and 
emphasis. 

He listed the three zones to be illuminated 
as the traffic zone, the display and selling 
zone, and the overhead zone. These sheuld 
he integrated, he said, pointing out that 
“Endless variety of available systems, pat- 
terns and combinations gives opportunity 
for obtaining lighting that is fitted to any 
merchandising requirement, assuring indi- 
viduality and distinction, so important in 
attracting and holding clientele.” 


Dri-Wear Contest 
Results Announced 

Awards for the best fur servicing win- 
dows in a contest sponsored by Dri-Wear 
Fur Prgcessing Company, New York City, 
have been made known. The event, con- 
ducted among Dri-Wear accounts, is the 
first of its kind in the history of the in- 
dustry. 

Presentations of $1,100 in cash and the 
first-place silver cup were made at a lunch- 
eon at the Hotel Statler, New York, as fol- 
lows: First, Gimbels, Philadelphia, $500, 
Paul Lord, display director; second, Frank- 
lin Simon, New York City, $250. Winston 
Jones, display director; third, Saks-Fifth 
Avenue, New York City, $100, Sidney Ring. 
display director; third, Edward's. 
Rochester, $100. 

Six merit awards of $25 each went to: 
Lamson Hubbard, Boston; Hutzler Brothers, 
Baltimore, Thomas FE. Schenkel; Joseph 
Horne & Co., Pittsburgh, F. L. Vollmer; 
Snellenberg’s, Philadelphia, Eric Wucherer; 
Woodward & Lothrop, Washington, D. L 
Herndon, and Raymond's, Boston. 

These award winners were selected from 
all the entries from varions Eastern cities 
by the following iudges: Lester Gaba, dis- 
plav consultant, Edith Ravmond, associate 
fashion editor of Mademoiselle. and R. C. 
Kash, editor, DISPLAY WORLD. 


also 


Jim Hillis Joins 
Amarillo Store 

Formerly with McClurkan’s, Inc., Wichita 
Falls, Texas, Jim Hillis has joined the new 
Colbert's store in Amarillo as display man- 
ager. 
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Two New Motion Displays 


Offered By Elgin 4 ane wells 
After more than a year of research, two oo grtment 
new motion displays designed to attract . a eae 


even the most casual window shopper are 
available for distribution to jewelers by 
Elgin National Watch Company, Elgin, Ill. 

One display features a specially sculp- 
tured mannequin, 20 inches high. The figure 
is dressed formally, even to tiny pearl ear- 
rings, pearl necklace and white gloves. It 
moves gracefully from side to side, calling 
attention to “Lady Elgin” watches displayed 
at its right and to the entire window. The 
display unit is 15 inches wide and 9 deep. 
It affords the jeweler an excellent chance 
for related selling of such items as dia- 
monds, pearls, compacts and costume jew- 
elry. 

The other motion display features the 
“DuraPower” mainspring as “The Heart 
That Never Breaks”. The action brings 
out the flexibility and durability of the 
mainspring and not only makes an inter- 
esting consumer sales story from the stand- 
point of watch merchandising, but prom- 
ises to attract shoppers to the window for 
inspection of other merchandise as well. 

Gordon Howard, Elgin’s advertising man- 
ager, says the two new displays are “units 
which any jeweler would be proud to have 
in his window because of their obvious 
high quality and smartness of design.” 


Wrong Price Quoted 
In Gregory Ad 

Through error, one of the animated 
Christmas displays shown in the advertise- 
ment of Gregory Motors, Inc., 320 Bridge 
street, Brooklyn 1, in the July issue was 
priced at $15. The correct price is $17.50. VF 43 

This display, No. G-505, is 29 inches wide itt 
and 48 inches high. It shows two children nded cel Ing 
standing before a fireplace, while above the suspe ft 
them Santa is peering down the chimney; 8 s \\ concep S 
he holds his hand to his ear while bending \ytionIZeS a 
close to the chimney, then swings forward that revo o . 
again as if in doubt that he heard a noise . trimming 
below, Printed in eight brilliant colors on { window 
heavy cardboard, the display is mounted on 0 
a wooden frame to prevent warping and for 
protection in transit. It is furnished com- 
plete with motor, ready to plug in. No longer a display man’s dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
shopping areas throughout the country are ingrill. The Seelingrill permits you to trim heavy yet look light 
currently tying in with Holiday magazine's and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 
“Holiday Living” promotion featuring giant BUT IN 1 HOUR! (Proven by actual time study tests.) 


“Holiday Living” display murals and cards SPECIFICATIONS: Seelingrill is a spot welded grill of 4” 


throughout the store to promote all types ‘ ‘ 
rf tine tenga Ry iii sce le Ah, square steel, laid out in 6” squares. 
of summer merchandise from fashions to 











Gets Good Acceptance 


To spark the sale of summer merchan- 
dise, nearly 150 department stores in leading 


furniture. . 
‘ . ; , ; tit4 Please write for 
Ever since Holiday magazine made its | oo Serthet letecuaties 
debut retailers have expressed unusual en- \ ++ 
: ; - , : Sa and for prices. 
thusiasm in asking for merchandise tie-ins 
and displays. Devoted to fashions and good 
living, Holiday’s name and theme make it 
a natural display device for almost every 
type of merchandise. Holiday reports that 


in five years of publishing the magazine eet as 460 W. 34th St.. New York 1, N.Y. 
it has been the theme of more than 13,000 BRyant 9 5750 ’ 


major store and merchandising tie-ins. 
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Animation Motors 
2 & Special Mechanism 


S Quiet @ Wide Speed Ranges @ 
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Skeleton Turners 
For Display Builders 


VUE-MORE 


ELECTRIC DISPLAY TURNTABLE 





ZZ 3 DIFFERENT MODELS 
25 Ibs.-75 Ibs.-250 Ibs. 


CONVERTIBLE 
TIER 
STRUCTURES 


From 8" to 
23" in 
Diameter 





All units available with rotating electri- 
cal outlets. Provision for Wall and Ceil- 
ing Mountings. Guaranteed for 1 Year. 








Send for Descriptive Literature 
MFD. BY 


PRODUCTS CORP. 


$08 BROOME ST NY 12, NY 
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Norris Offers Booklet 
On Fluorescence 

The staff of the James A. Norris Com- 
pany, 392 Bleecker street, New York City 
14, has compiled an objective guide to 
answer the many questions regarding the 
difference in each category of luminescence 
(fluorescence, black light, phosphorescence). 
The comprehensive, illustrated four-page 
brochure is entitled “Facts on Fluorescence” 
and will be sent on receipt of ten cents in 
coinjor stamps. 

Norris also offers a complete planning 
service, encompassing the full scope of 
luminescence. 


Self-Adhesive Plastic Letters 
Marketed By Wise & Son 


Self-adhering letters and numerals die- 
cut from specially treated sheets of vinyl 
plastic are now available from Alfred Wise 
& Son, 619 Washington street, Boston. No 
cement is involved; the letters are pressed 
into place on any smooth surface and ad- 
here as long as desired. They are easily 
removed and can be reused indefinitely, it 
is said. Letters are to be had in sizes of 
1, 244, 314, and 6 inches, while the numerals 
come in %-inch, 2, 3% and 6-inch sizes. 
Samples will be sent free on request. 


Cavanaugh To Manufacture 
Lillian Greneker Figures 

Eleanor Ward, vice-president of Lillian 
Greneker, Inc., has announced that manne- 
quins for the New York City firm will be 
made by Cavanaugh Form Company, Inc. 
Rene Bouche, well known fashion artist, 
designed the first group of figures for the 
company, with Lillian Greneker doing the 
sculpturing. 
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Cavanaugh will continue to produce its 
own line of display forms as in the past. 
Its mannequin production will be confined 
to the Lillian Greneker figures. 


Daughter Is Born 
To Stensgaards 

William Stensgaard, Jr., of W. L. Stens- 
gaard & Associates, Inc., Chicago, and Mrs. 
Stensgaard became parents of a daughter 
recently. Bill, Sr., head of the firm, re- 
ceived a host of congratulations during 
Display Market Week on the birth of his 
first grandchild. 


New Mannequin Brochures 
Released By Darling 

Completion of five beautiful new bro- 
chures showing a complete selection of 
mannequins is made known by the L. A. 
Darling Company, Bronson, Mich. Included 
are misses, juniors, sub-teens, children, in- 
fants, men and prep figures in all price 
ranges and for every type of store. The 
brochures contain full color as well as 
black and white reproductions, showing 
mannequins as they are actually used. Free 
copies may be had by writing direct to the 
firm. 


Crowder Succeeds Wise 
At Monnig's 

Jack Crowder has been appointed display 
manager for Monnig’s Department Store, 
Fort Worth, according to B. E. Chester, 
store manager. He replaces Dick Wise, 
who resigned in order to rejoin the J. C. 
Penney Company. Crowder formerly was 
with Stonestreet & Davis and with W. C. 
Stripling Company. 








—Excellent use is made of vertical space in these units planned by the central display 


department of Sears, Roebuck & Co., Chicago, for Sears stores all over the country. 


In the 


one for foundation garments, an acetate cylinder holds the feature merchandise as well as 

carrying copy information. The entire unit is supported by green dowels on a green panel, 

with white maline and rope used for effectiveness . . . Large white frames supported by pink 

and white dowels on a green plateau show off the dolls to advantage . . . Findley Williams 
is national display manager for Sears— 
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UNBREAKABLE’ 


size DIVIDERS (© 


with EXTRA LARGE numbers! 


“Duble-Vue"* plastic SIZE DIVIDERS are the perfect 
answer to the “stock on the rack" problem. They are in- 
dispensable for easy identification and separation of sized 
merchandise stocked, displayed, or sold on racks. They slip 
on and off in a jiffy but WILL NOT FALL OFF! 


Available in No. 1 to 60 including 6x, half 
sizes, blanks and letters A to Z. 

% GUARANTEED UNBREAKABLE! 

* HOT STAMPED NUMERALS! 

% MADE OF FINEST VIRGIN ACETATE! 

% VISIBLE FROM ANY ANGLE! 


ACTUAL 
SIZE 


— 
peepee rere PN 
*Reg. U.S. Pai. Off 


=> WRITE FOR PRICES AND PARTICULARS. ONALLY GUARANTEED! 


NORFOLK @ STREET NEW YORK 2. N ORchard 4-1780 








They are still talking about those thrilling and 
exciting DECORATIVE creations that were the 


features of both the New York and Chicago shows. 


The DECORATIVE show is still on! You can 
see these outstanding Christmas hits by visiting 
our showroom or having our representative show 


them to you. 


CORPORATION 
136 WEST 24th STREET, NEW YORK Jf, N.Y. 
WAtkins 4-4405 
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Display Center For Dealers 
Opened By Remington Rand 
Phe formal opening of the 
Rand Dealer Display Center at 
avenue, New York City 10, 
culmination of a three-year 
development and 
by the Dealer Sales Division. This study 
had as its objective the improved dealer 
display and sales of office equipment prod- 
and supplies. To this end the Dealer 
Display Center dedicated as a 
sales clinic to which stationers, office supply 
department stores and office equip- 
their own display 


Remington 
315. Fourth 
signifies the 
period of re- 
conducted 


search, survey 


ucts 
has been 
dealers, 
ment dealers can bring 
and merchandising problems for study and 
solution 

This new dealer service includes display 
cases which have been especially developed 
demonstration and 

\n outstanding 
two which 


study conducted by 


and designed for sales 
use in retail sales outlets 
display is composed of Cases 
are the result of a 
Remington Rand in conjunetion with C. D 
Baird, Milwaukee retail display 
sultant. 

The 
and an 
stration 
counter specifications 
demonstration cases for portable typewriters, 


Case Con- 


display cases are a “sit-down” unit 
8-foot counter display and demon- 
built to standard display 
Designed as display 


unit 


so consructed as to be easily 
display units showing such 


other sta- 


the units are 
used with other 
products as fountain and 
tionery items 


Efficient, 


pens 
sales provoking methods of 
displaying office equipment, products and 
supplies are also demonstrated within the 
various office product sections of the Dealer 
Display Center. In addition there is a com 
plete set-up in a 
of a screen and a selection of sales training 
and merchandising ready for 
viewing by interested dealers 


special conference room 


sound films 


Shoe Form Company 
Stocks New Line 

A new line of “Fairy” 
in stock and unusually low in price, 
announced by the Shoe Form Company, Inc., 
Auburn, N. Y 

Unlike other “Fairy” shoe 
are made to order according to 
style, heel height, 
the new Series 90 forms are 


shoe forms, carried 
has been 


forms, which 
specified 
color, tor size, style 
top and finish, 
made in women’s 


in flesh color, and 


sample shoe size only, 


in choice of three toe 


styles and six heel heights. Through this 
simplification, these 
tion-made and carried in stock for immedi 
ate shipment new Series 
90 forms contain all of the features for 
which “Fairy” favorably known— 
strength, flexibility for insertion into 
the shoe, adjustable for cor 
rect forming without distortion of the 


forms can be produc 


Otherwise the 


forms are 
easy 
and cross bar 
shoe 


Steinberg Moves Up 
At Filene's 


Formerly 


display and sign shop 


Julius Steinberg 


interior 
has been pro 
at Wm 
Filene’s Another 
staff change is the promotion of Francis 
McDonald from staff assistant to window 
and interior display Lee W. 
Court is display director of the store 


supervisor, 
moted to assistant display manager 


Sons Company, Boston 


supervisor, 


Lae empath 


Your New York 


Acrylite Plastics, Inc. 
1545 Inwood Ave. TR 8-7403 


FINEST IN DISPLAY FIXTURES 
Plastic — Wood — Metal 


BUYING GUibE 


Victor “ane Displays, Inc. 

149 West 24th S CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





Allied Display Materials, ong 
65 Madison Ave. U 5-6487 
NOVELTIES, ARTIFICIAL aenun & 
DISPLAY MATERIALS 
For Windows and Interior Store Display 


David Hamberger, Inc. 
115 West 31st St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 
Display Units, Frames, Screens, Novelties, Fixtures 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


Magnani Mannequins 
236 West 40th St. 


MANNEQUINS 
Ladies’, Misses’ and Children's Models 


PE 6-3593 





Bois Smith Studios 
228 West 39th St. LA 4-4492 
WINDOW & INTERIOR DISPLAYS, 
- -ARTIFICIAL FLOWERS 


Maharam Fabric om 
130 West 46th St. U 2-3500 
DISPLAY FABRICS & potesouns 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-353¢ 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





L. J. Charrot Co. 
36 West 37th St. 


ARTIFICIAL FLOWERS 
Display Units, Novelties and Decorations 


WI 7-1687 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural” 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Thomas Pace Co., Inc. 

506 West Broadway GRamercy 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 
Decorative Display Novelties 
Sell to Jobbers Only 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Bert Greenbaum Werner Leburg 


Result Displays, Inc. 
350 West 31st St. 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 


LO 4-8440 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 


EQUIPMENT 
Distinctive Display Fixtures and Novelties 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 


Ities and Equi Pp 





Display I 








Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 
anne: FABRICS & ACCESSORIES 


7 N. Dearborn St., Chicago; 
424 Book Bido. Detroit; 819 Santee St., Los Angeles 





SAVE TIME — DO YOUR 
DISPLAY BUYING IN 
NEW YORK 


It’s Always MARKET WEEK in New York 








4 OLLQAGICE 
oe is 
Materials of display are wrought from 
every source, from tropical leaves to filigreed 
steel . . . to enhance, to beautify . ; . 
to sell. Plan your display buying 
to guarantee delivery in the critical 
days to come . . . when ships and sealing wax 
will vie with gossamer and lace for | 
precedence. New York, and only New 
York, can guarantee the safety of your 
display orders. 


THESE NEW YORK DiS- 
PLAY CONCERNS ARE 
READY TO SERVE YOU. — 





a) 

ec ', 4 
FN. 

Lhe Compl le 


UV 


line of 


PLASTIC 
DISPLAY FIXTURES 


Over 500 Stock Units 


LUSTRA-CITE 
INDUSTRIES, INC. 


249 W. 34th St 

















SUNFAST 


DISPLAY PAPER 


FOUNDED 1844 
24 FADE-PROOF COLORS 

TWO WIDTHS 

107" and 92" 


Distributed exclusively by 
Display Jobbers 


Sample Swatches and Price List 
on request. 
Complete stocks in New York, 
Chicago, San Francisco 
Butler Houses. 


Address all inquiries to 
BUTLER PAPER NEW YORK 
CORPORATION 
247 Park Ave. Tel Plaza 3-7860 
New York City 17 
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USING FLUORESCENCE 
AND BLACK LIGHT 
[Continued from page 38) 


of non-fluorescent colors will lose their 
identity in the darkness necessary for effi- 
cient operation of black light. Non-fluo- 
rescent articles displayed in conjunction 
with black light fixtures must therefore be 
placed far enough away from the actual 
aura of the black light. 

For set fluorescent displays black light 
lamps of the long tubular cathode type are 
widely used, while for fashion shows with 
moving models another type of black light 
unit is used similar to the floods or spot- 
lights of the theatre. 

One must bear in mind that the standard 
models of black light fixtures are not 
engineered for flashing. For illusions of 
animation, black light fixtures must be used 
in conjunction with incandescent light. The 
latter is alternated or flooded, creating the 
effect that the black light is flashing, be- 
cause the long rays of the white light flood 
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out the short rays of the black light. By 
applying this simple principle of physics, 
sensational effects can be attained. Such 
animation as the movement of limbs or 
facial expressions can be obtained by de- 
signing invisible copy which will appear 
and disappear with the flashing of white 
light. The use of this technique offers un- 
limited possibilities if applied to back- 
grounds, props, etc. 

If the use of black light is considered for 
interior decor of a permanent nature, a 
combination of daylight fluorescent colors 
and black light fluorescent oil colors can 
give a more extensive palette. Black light 
fluorescent colors are limited to nine in the 
oil base group, including two shades of 
white—namely green-white and blue-white. 
The daylight fluorescent colors are re- 
stricted to eight colors. Both of these color 
groups will spray, brush or silk-screen with 
ease. It must be remembered that all fluo- 
rescent colors are somewhat translucent. 
This factor offers possibilities of interesting 
effects, but we can not depend upon fluores- 





TRADE PERSONALITIES No.I00... by Zac 





Srus A RESIDENT OF 
GAEENWICH VILLAGE, 

WHERE HE WAS BOAN Py es 
IN 1900, CHARLIE Is ey ( 
A GRADUATE OF COOPER \ Ay 
UNION SCHOOL OF ARTISTS: Al’ 








MILEO MANNSQUINS , NEW YORK CITY 


e y 
Yad eae 


ME ENTERED 
THE MANNEQUIN 
FIELD AT AN 
EARLY AGE UNDER 
THE SUPERVISION 
OF WIS UNCLE, 
THE LATE P.C. 
MILEO; DURING 
HIS 36 VEARS 
IN DISPLAY HE 
HAS PRODUCED 
EVERY TYPE OF 
DISPLAY FIGURE 
FROM THE WAY 
MANNEQUIN ON 
UP TO TODAYS 
MODERN FOAMS. 


CHARLIE 1S 
MARRIED AND 
HAS A 
DAUGHTER. 
HIS HOBBIES 
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cent colors for opaquing purposes. All fluo- 
rescent applications attain their most effec- 
tive brilliance when used with an undercoat 
of white. This lends an extremely high re- 
flective surface to the activated brightness 
of the colors. 

There has been frequent discussion about 
the application of black light without the 
use of a dark filter over the standard black 
light phosphor lamp. One must remember 
that although these standard lamps consti- 
tute a source rich in ultra-violet radiation, 
they do not serve the purpose for fluorescent 
surface activation effectively without the 
use of the very specialized nickel oxide and 
cobalt filters. The abundance of visible 
white rays and infra-red rays in these 
lamps without the use of a filter only gives 
a bright flooding effect to a fluorescent ma- 
terial. However, with the use of the new 
filter materials, entire backgrounds or non- 
fluorescent portions of the display or treated 
area will be almost completely lost from 
sight, thus creating a simulated dimension 
of the fluorescent material hanging in space. 

The use of fluorescence and black light 
offers the displayman a new dimension in 
light, color and motion which, when used 
correctly, is a highly effective sales and pro- 
motion aid. It presents an abundance of 
possibilities and challenges the imagination 
of a creative designer. It is another great 
advancement in modern research. 


Three Win $100 Each 
In Photoplay Contest 


The display managers of Saks-34th Street, | 


New York City, H. P. Wasson & Co., In- 
dianapolis, and Philadelphia’s Lit Brothers 
will each receive a check for $100 as win- 
ners in Photoplay magazine's annual “Hol- 
lywood Holiday” display competition among 
department stores. 

The May issue of Photoplay, both edi- 
torially and ad-wise, was almost completely 
devoted to a “Vacation Unlimited” in the 
world’s film capital. Over 100 department 
stores tied in with displays that used 
miniature Santa Fe trains and Greyhound 
buses, travel folders and posters, blow-ups 
of movie stars modeling the Photoplay 
travel fashions, scenes from Hollywood, 
cartoons of typical filmland situations, plus 
hang tags and Photoplay streamers. 

The winners were picked by Irving C. 
Eldredge, assistant manager, Visual Mer- 
chandising Group, National Retail Dry 
Goods Association; Ferd Ziegler, director 
of sales promotion, Grey Advertising Agen- 
cy; and Jacqueline Neben, promotion man- 
ager, Photoplay magazine, all of New York 
City. 


A. W. Malet Dies 
Of Heart Attack 

Achilles W. Malet, 69, Luckey, Platt & 
Co., died of a heart attack July 21 while on 
vacation in Atlantic City. He had been dis- 
play manager of the Poughkeepsie, N. Y., 
store for the past 30 years. 

A native of France, Malet was with R. 
H. Macy & Co., New York City, before 
joining Luckey, Platt & Co. He was well 
known for his display work for the store, 
as well as for various civic functions. He 
is survived by the widow, three sons, two 
daughters, and 11 grandchildren. 
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BRUNO’S 


Vari ee TW iscsimginie Wigs 


There's no doubt about it! Investigation shows that 














Vari-Shape Mannequin Wigs are superior in quality. 
And not only that . . . Vari-Shape wigs are stylishly 
coiffured . . . attractively finished . . . and long in 
value. So... step up your displays; give them a 
promotional boost with Vari-Shape wigs. 


No Measuring Necessary 


Designed with a special base, Vari-Shape wigs fit 
absolutely snugly and securely on the skull. No 


Need For Measuring! Come in any color desired. 


Request New Style Chart—Just Out_ 


HERZBERG-ROBBINS, INC. 


457 West Broadway, New York 2, N. Y. 





HERZBERG-ROBBINS, INC. 

457 West Broadway, New York (2) 
Gentlemen: 

Please send me your latest wig-styie circular. 


Store Name 
Address. . 
City 
Attention: 














IRIDESCOL PEARL LACQUER 


Produce true pearl effects with this rich pearl lacquer pigmented with natural 
marine products. Creates luster of shell like beauty. Excellent for finishing 
gilded moldings. May be brushed, sprayed or dipped. 


Price per Quart ...$3.50 postpaid 


THE DECKER CORPORATION 


1222 MONTROSE STREET PHILADELPHIA 47, PENNSYLVANIA 
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INTERIOR DISPLAYS 
[Continued from page 25] 


conceivably applicable, this store ties in 
its promotional activities with the interests, 
activities, and very geographical presence 
of Long Island, and Interior Display Man- 
ager A. Fisher is charged with interpreting 
this theme on the inside. 

Gertz’ summer promotions were built 
around the “Season in the Sun” slogan, 
with the sub-title “On Long Island, of 
course ... where else could they stage such 
a play?” This theme was carried out in 
advertising, mailing pieces, catalogues and 
display. 

One such display unit, set on ledges, fea- 
tured a large cutout of the shape of Long 
Island, set three-dimensionally into an odd- 
shaped picture frame. Grouped around this 
map were forms displaying the wares, and 
attached to the upper left corner of the 

frame was a cut-out cartoon of three chil- 
with HANSEN one-hand TACKERS dren in a row-boat, plus the “Season in the 
Sun” slogan. 
INSTALL your window displays — tack up your signs — faster, easier, neater with the When Gertz doesn’t talk directly about 
HANSEN Tacker. Sign and Displaymen like these Hansen features: its presence on Long Island, it still keeps 

1. Easy Portability. On floor, on ladder, in- 3. Compact. Light Weight. So compact, it the semi-outdoor living characteristics of 
doors, outdoors, you can easily, speedily do the readily -fits the hip pocket (handle held down rey . : oe ee ae, 

Saks wri Slisaion. with hold-down spring). Weighs 1'/ Ibs. the island prominent in its displays. The 

2. Balanced Drive. Hansen does not tilt out 4. Quick Servicing. Take-up Jaw permits as- August coat sale displays badbiies identified 
of place but “noses in’ naturally, for clean, sembly and disassembly of Tacker, with servicing, through three-dimensional signs made of 
complete staple driving. in less than a minute. two black wood frames set into each other 

Remember these “plus” values of Hansen when buying Tacking and Stapling machines for a cube effect. The sign itself was let- 
for display and sign work. Use Hansen and save time — steps — materials. tered on simulated brick display paper. 

ow Autumn flowers were used in profusion as 
& 
Wa 





r decorative touches. On an island at the 
!/ HANSEN | A. L. HAN S E Pe MFG. co. (A end of the display rack unit, one manne- 
7 504 RAVENSWOOD AVE., CHICAGO 4O ILL. quin was posed in a popular coat, and white 
discs carrying informative advice were 
grouped around the mannequin. Well-placed 
lights gave dramatic shadow effects. 

Shoe departments always have a fascina- 


e : NTA Of tion for us. Maybe it’s because the space 
= SA Ss E arrangements allow for greater visual ap- 
re | CLOTHE i peal in shoe sections, or maybe display 


——A 





—— 





FoR people and interior designers just put more 
ae NTA CLAUS i= effort into them. But whatever the reasons, 

SA’ . - oe shoe departments seem to have a flavor and 
a character all their own. 

The shoe department at Woodward & 
; Lothrop’s new branch unit in Bethesda- 
a j eae 6d * eth S Chevy Chase (Maryland, just outside Wash- 
ee ington) is a fine blending of tan, green and 
white in airy, comfortable tones. It is 
Nationally known values in quality clean, orderly, attractive, inviting. The 
Senate Suits. Choose from: | furnishings have modern lines, lighting is 
| set into the ceiling, a few wall cases dis- 
Suits, complete with red plush Santa cap with play shoes, and potted plants add a touch 
white plush trim and tipped with white pom | | of the outdoors to this modern department. 


pom; red plush coat with white plush trim bn P 
and white plush belt with buckle; also shiny Note how the wall curves slightly, how 


black leather-like leggings, the entire department takes on a graceful, 
trimmed with white plush. P 
Entire suit sateen lined. $5950 oval appearance, how the carpeting and the 
Made in large size only. chairs seem to blend in appearance, though 
Sonnet : , | they are of different colors. This depart- 
Corduroy Santa Flannel Santa ment has elegance and individuality all its 
Suits, Plush Trim Suits, Plush Trim own. Credit it to D. L. Herndon, Wood- 
$32.75 $10.50 wards’ display director. 
While we're all in favor of color, color and 
All Suits priced complete except for hair-wig more color, the simple use of black and 
and beard set. | white often makes an intensely dramatic 
White Wool Hair-Wig and Beard Set $ 3.75 display. Bamberger’s display director, Robert 
Yak Beard and Wig Set $29.50 McCorkle, used black and white with ex- 
106% Nylon Beard and Wig Set $24.75 tremely good effect in an island unit pro- 
; moting advance patterns for the Newark 
Member NADI store. The sharp contrast of black plat- 


Mail Orders [ : - tet Modern form, black fabric and black frame and wood 
Filled (a) Rale Ry eo H] (S ; Display rings suspended against a white backwall 
Promptly ( = ccaacteneee Equipment and other white units had tremendous visual 
810 PENN AVE., PITTSBURGH 22. PA. appeal. For some relief, several green 
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potted plants were set at the right of the 
display. To add to the eye-appeal, a variety 
of shapes was introduced, including the 
round rings, the rectangular frame, the odd 
shape of the fabric displayer, and the lines 
of the display material itself. 

Also at Bamberger’s, we came across a 
unit in the Beach Colony which combined 
an effective arrangement of props with an 
equally effective presentation of merchan- 
dise. The merchandise (various sportswear 
items) was hung on a circular chrome rod, 
covered by a wood platform. Atop this 
platform Bamberger’s assembled a _ large 
number of typical sea symbols, including 
a huge sea shell, starfish, cut-out fish and, 
of course, a bathing beauty. These props 
were grouped together in a carefree, spirited 
display reading toward the ceiling, and 
embellished with a line-up of straw items 
such as beach hats around the outer rim of 
the platform. 

We started out in Los Angeles, and we'll 
wind up there with another visit to the 
Broadway-Hollywood. “Cutest Cottons in 
Captivity” was the store’s motto during the 
cotton season, and sure enough the cottons 
were put behind bars. 

A center-of-the-floor cage, made of very 
simple wood construction, featured two 
mannequins. <A_ stuffed toy lion, tongue 
wagging, held a sign with his tail to 
announce the name of the designer. A 
similar cage was built into a corner of 
this department, showing only one manne- 
quin, with a stuffed teddy bear holding the 
manufacturer's identification sign. 

That winds up the summer. Next month 
there will be an advance peek at Christmas 


interiors, based on last year’s top-notch 
| 


displays. 


Display Installation Report 
Issued By ANA Committee 


Window display installations for national | 
advertisers are handled in widely differing | 


ways, according to a report released by the 


display steering committee, headed by A. L. | 


Scaife of General Electric Company, of the 
Association of National Advertisers. These 
are some of the findings: 

1. Over four-fifths of the companies 
notify their dealers of the availability of 
non-mechanical displays prior to shipping 
them, while all of the companies give prior 
notice before sending mechanical window 
displays to dealers. 

2. Two-fifths of the respondents use pro- 
fessional installation companies for dis- 
tributing their full window displays, while 
one-half of the companies use professionals 
for installing non-mechanical full window 
displays. Companies in the liquor industry 
are major users of professional installers. 

3. Of all the industries included the tex- 
tile group is the only one in which the 
dealers, and no others, install all their 
displays. In all the other industries more 
than one method of installation is employed. 

4. It is noted that companies in the drug 
and cosmetic, alcoholic beverage, and food 
industries do not in any case have their 
dealers pay for displays. In other indus- 
tries the dealers have to pay in some way 
for certain displays. 

5. Between one-half and two-thirds of 
the companies do not use traveling or 
itinerant displays. 
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VERSATILE SMALL TABLE SET 


Made of 1"’ Solid Whited Oak. 4 Tables—8"’ x 10’’, 
9'' x12", 9'' x19'",10"' x 26'', and 18 legs—4—15'2" 
long, 4—11%2"' long, 5—7'%2"' long, 5—3'%"" long. 


FT-45 Packed one set per carton F.O.8. Philadelphia $23.50 


Sold only through your 


Or inquire ARROW DISPLAY ASSOCIATES re op OD’ 4 


PHILADELPHIA 40, PENNSYLVANIA 
FIXTURE DISTRIBUTOR 








SIGNS FOR EVERY NEED 
CHANGEABLE LETTER, NAME 
STRIP OR CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”, and the 
latest Acme catalog on directories and 
bulletin boards for department stores 
and menu boards for cafeterias. There 
is no obligation and no salesman will 


call. 
37 EAST 12™ STREET 
NEW YORK 3, N. Y. 


* |BULLETIN COMPANY| 
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June. The work of Dudley Pope, Davison’s, 
Atlanta, it appears below. 

Others to win gold medals in the monthly 
awards are: Clement Bradley, Carson Pirie 
Scott & Co., Chicago, January; E. L. Voll- 
mer, Joseph Horne & Co., Pittsburgh, Feb- 
ruary; Russel Kehrt, Jenny’s, Cincinnati, 
March; Harold McLaren, The Bon Marche, 
Seattle, April, and George M. Allen, Cast- 
ner-Knott Company, Nashville, May. 

The International Display Contest is 
open to any displayman anywhere in the 
world. It is not necessary to be a sub- 
scriber to DISPLAY WORLD in order to 
enter. Entry is made by black and white 
photograph, preferably 8 by 10 inches in size 
and unmounted. There are 98 different 
merchandise and service classifications, such 
as “Men’s clothing”, “Women’s and misses’ 
evening gowns”, “Civic displays”, “Exhibit 
displays”, to name but four, thereby provid- 
ing for practically any type of display. 

The contest ends on December 15, 1951. 
At that time a board of judges will con- 
sider the entries in each of the 98 classi- 
fications and select the best three displays 
in each. First prize in each group will 
consist of a gold medal and three points, 
second a silver medal and two points, and 
third a bronze medal and one point. 

The person compiling the greatest number 
of points in the contest will receive the 
grand prize, a handsome gold plaque suit- 
ably inscribed. Runner-up will be awarded 
a similar plaque of silver, and third place 
winner will receive one of bronze. 

There is no limit to the number of en- 
tries any individual may make, and they may 
be sent in at any time just so they reach 
DISPLAY WORLD by December 15. Those 
received during a given month, however, 
will be judged for the gold medal presented 
during that time as outlined above. Such 
monthly awards do not have any bearing on 
the actual contest; they are solely for the 
entry selected as the best one received dur- 
ing the month. 

The gold plaque in the 1950 contest was 
won by Harold McLaren, The Bon Marche, 
Seattle: Tom Comerford, Lit Brothers, 
Philadelphia, won the silver plaque, and 
the one of bronze went to Frederick As- 
mussen, Myer Emporium, Melbourne, Aus- 
tralia. 

Thus far in 1951 entries have been re- 
ceived from every state in the Union, and 
11 foreign countries. 


Device Personalizes 
Santa's Greeting 

Called the “Santa-Coach”, a new device 
is being offered which enables store Santas 
to greet children by their right names and to 
mention the particular toys in which the 
children are interested. In one use of the 
system the parent prompts Santa Claus by a 
concealed microphone as the child approaches. 
In another, a helper asks for the child’s name 
to be registered in the “Good Children” 
book; by repeating the name before a hidden 
microphone the helper informs Santa of the 
name of the next child. 

“Santa-Coach” is being marketed to the 
display field by Claude D. Adams & Co., 
New Canaan, Conn. 
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NEW 


FULL 
COLOR 
SANTA 
CLAUS 
FOR EVERY 
HOLIDAY 
SEASON 
DISPLAY 


Here's a new, inexpensive, all purpose display piece that will dress-up every 


department in the store. 


Quality lithographed in full brilliant colors and mounted on 65 point board 


complete with double wing, collapsible easel. 


The jolliest Santa you ever saw — measures 531" high and folds for easy 
storage and handling. Santa in all his splendid regalia will add authenticity 
to every display and Christmas spirit to every department. Inexpensive too, 
—$4.25 individually or $3.95 each in lots of ten. Shipped F.O.B. Cleveland. 


House of Kennedy. Jue. 
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Original Manufacturers of 
HOLLYWOOD TRANSPARENT SHADES 


* BEST QUALITY (finest materials 
+ BEST WORKMANSHIP (expert craftsmen) 
+ BEST VALUE (priced for you 
*BEST PROTECTION 4 VISIBILITY 


Hollywood Transparent Shades are made 
of extra heavy, treated acetate, 

Custom tailored to fit your windows. 
Easy to install. Easy to operate. 

Easy to maintain. The ultimate in 
Sun fading protection and crafts- 

manship. Join the thousands who 
display the Hollywood way. 

SEND FOR FREE BROCHURE 

TODAY 
Hollywood Transparency Shade Co. 


5917 Hollywood Boulevard 
Hollywood 28, Calif. 


HOLLYWOOD TRANSPARENCY SHADE CO. 
5917 Hollywood Boulevard 

Dept. D1, Hollywood 28, California 

NAME STORE 
ADDRESS 


cITY 




















perforated- 
chardboard 


The Versatile Display Panelboard 
with Universal Wire Fixture 


¥%y" thick tempered hardboard. Perfora- 

tions 3/16" dia. 1" and %" hole spacings 

available. Furnished in 36x48" panels only. 

PER PANEL — 36''x48"'—on 

$ 95 orders of six or more pan- 

bi els. Less than six panels, 

$4.25 each F.O.B. Chicago. 

Prices include crating. 

Specify hole spacing desired—'/,"" on center or 

1 on center. Panels of both spacings may be 

combined to make up order for six or more at 
the $3.95 price. 

Universal Wire Fixture, 6" and 8" 

lengths ......... -..-40¢ ea. 

PLAN TO VISIT OUR SHOWROOM DURING 

YOUR NEXT VISIT TO CHICAGO. 


LADON COMPANY 


730 S. Wabash Ave. Chicago 5, Ill. 
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Display 


firm’s first merchandise presentation 
luncheon for local retail executives and 
local representatives of its clients. The 
meeting was held at the Hotel Barclay, 
Philadelphia, with an excellent turnout of 
top retailers and other associates concerned 


| with promotion and display. 


As described by W. L. 


Stensgaard, head 


| of the firm: “Display properly executed and 


correctly timed is one of the most potent 
selling mediums available, and by far the 
least expensive. 

“We stated in our program that the pur- 
pose of this luncheon was to discuss and 
pass in review experience, methods, devices, 


exhibits, and facts related to the identifi- 


| cation, presentation, and promotion of prod- 


ucts at the point-of-sale 
“Also it stated and compared ways and 


| means to make ideas, materials and service 


more helpful and acceptable to all concerned. 
Space is becoming more competitive in the 
showing and selling of goods within the 
store. 

“We further emphasized research and 
the value of improved readership plus the 
necessity of ‘piping in’ the force of all 
demonstrated the need 
for showmanship and selling. We empha- 
sized that it is ‘the last 3 feet that count 
This is the only place where the 
goods, the customer and the money come 
together and it is the place where the 
sale is made—but also the place where 
many sales are lost. As a reminder of this 
statement each person present was given 
a very smart vest-pocket 3-foot coil tape 
rule. 

“A large truck-load of exhibits, including 
photographs and a ten-minute presentation 
of slides, was carefully arranged and thor- 


—Above is the group of executives attending 

ihe W. L. Stensgaard merchandise presenta- 

tion luncheon at the Hotel Barclay, Phila- 
delphia— 
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Clinic 


ECENTLY W. L. Stensgaard & Asso- 
| ciates, Inc., Chicago, conducted the 


oughly discussed. Store executives were 
offered the opportunity of reviewing these 
exhibits before and after the luncheon. We 
emphasized the fact that merchandise pres- 
entation is more than display. It is the job 
of increased efficiency in distribution, ex- 
posure and identification of merchandise in 
ratio to sales potentials to insure lower 
cost of selling and less being out of best 
sellers. 

“We sincerely believe that this luncheon, 
followed by a 45-minute program, has as- 
sisted all in attendance with a better knowl- 
edge as to the importance of display as they 
need it for nationally known products within 
their own store promotion activities. We 
now plan that such additional presentations 
will be a part of our program in other cities 
in future months and years. 

“This luncheon was followed by another 
meeting attended by a large group of exec- 
utives from our clients in Philadelphia.” 


Program Is Announced 
For British Convention 


An excellent program has been arranged 
for the national display convention to be 
held in London, October 15-18. It will be 
opened by an address of welcome by Sir 
Miles Thomas, president of The Advertising 
Association, followed by a tour of the ex- 
hibits. In the afternoon, authorities on 
store design will discuss this subject. The 
evening will be devoted to an illustrated 
lecture on “An International Viewpoint on 
Display”. 

The second day will be devoted to a dis- 
cussion of the displayman’s function in re- 
tailing; answering of delegates’ problems by 
a board of experts, and a demonstration of 
the creation of a display. A dinner and 
dance will be the evening attraction. 

Discussions of display’s place in distribu- 
tion, problems of display production, and 
the use of light will be held the third day. 
No formal program is scheduled for the 
concluding day. 
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Air Transportation Exhibit 
Presented To Museum 

“Wings of Progress”, largest and most 
comprehensive exhibit of commercial air 
transportation in this country, has been 
presented to Chicago’s Museum of Science 
and Industry by United Air Lines for per- 
manent public display. 

Occupying 6,200 square feet of floor space, 
the exhibit’s 11 display units cover every 
major phase of scheduled airline operations. 
An interior mockup of a DC-6 “Mainliner” 
gives those who have never flown an idea 
of modern air travel comfort. For the 
mechanically minded, there are huge air- 
craft engines, both cutaway and operating 
models. 

Most of the displays are designed for 
visitor participation. Blades on a working 
model of a propeller change pitch when 
a throttle lever is moved. In a control tower 
like the one at Chicago’s Midway Airport 
listeners hear radio conversations between 
towermen and pilots of incoming airliners. 

In the Skyway theatre a lifelike manne- 
quin stewardess smiles at visitors and 
speaks when cued by set questions. A film 
projector actuated by the mannequin shows 
sound-and-color travelogues. 

The exhibit was designed by Zay Smith 
Associates and built by Firks Studios, both 
of Chicago. 

Ice Cake Display 
Sets Promotion Theme 

The most integrated advertising campaign 
in the beer industry was unveiled last 
month by the Theo. Hamm Brewing Com- 
pany, St. Paul. Built around the simple theme 
of an ice-cake, the Hamm’s campaign uti- 
lizes every medium to reach its growing 
market, according to Clyde Rapp, advertis- 
ing director. 

The Hamm formula for comfort is typi- 
fied by an ice-cake display piece offered 
to dealers for use on back-bars, in windows 
or other display spots. The central theme 
of the campaign actually comes to life with 
a simulated cake of ice which holds a 
frosty glass and a bottle of Hamm’s. 

An effective merchandising package is 
used by distributors to urge retailers to 
cooperate. 
are made up on display cards and for use 
in wall frame signs. The ice-cake display 
goes with the combination to provide on- 
the-spot impact. 


Daughter Born 
To Greenbergs 

Abe M. Greenberg, member of the firm of 
Grand Novelty Associates, New York City, 
and Mrs. Greenberg are the parents of a 
daughter born at Unity hospital, Brooklyn. 
She has been named Karen Ellen. 

Also announced is the removal of Grand 
Novelty to new and larger quarters at 118 
East 28th street. 


Nowell Heads Department 
At Halliburton's 

Succeeding John Nugent, resigned, Gene 
Nowell is now display manager for Halli- 


burton’s, Oklahoma City. He had been with 
John A. Brown Company. Nugent is now 
with Lerner Stores, New York City, as a 
road supervisor. 


Reprints of a Look magazine ad | 


| 


DISPLAY WORLD 57 














Eye-sionmers for Aulumn shoppers! 


FOCUS SHOPPERS ATTENTION ON YOUR WINDOW AND 
LEDGE PROMOTIONS WITH THESE SMART, COLORFUL UNITS 


Sy 


A812-PUMPKINS AND FENCE 


DIMENSIONAL UNIT 
46 IN. HIGH, 26 IN. WIDE Gk, 


BRILLIANT GLOSSY GREEN FOIL LAMINATED 
TO RIGID DISPLAY BOARD FORMS THE 
BACKGROUND OF THIS UNIQUE DISPLAY. 
THE SEPARATE FOREGROUND IS SILK 
SCREENED IN RICH TONES OF ORANGE, 
BROWN, TAN AND GRAY. 


EACH $6.50 


A814 - FORWARD PASS 


DIMENSIONAL UNIT 
27 IN. HIGH, 24 IN. WIDE 


EIGHT VIVID COLORS ARE 
EXPERTLY SILK SCREENED 
ON WHITE DOUBLE FACED 
CORRUGATED BOARD. 
THE FOOTBALL PLAYER 
STANDS 2 IN. FROM BACK- 
GROUND FOR DIMENSION- 
AL EFFECT. 


EACH ..... $4.95 


piSPLay 
BUY THEM FROM YOUR DISPLAY MATERIALS SUPPLIER 


THE REYBURN MANUFACTURING CO.,INC. 


FACTORIES: 


MaregiAat® 


PHILADELPHIA 32, PA. a ROVERSFORD, PA. 








QUENSELL DISPLAYS INC. 








THE NEW ATTRACTIVE Z DISPLAYER SETS 


A clever wire creation, combining 
decoration and merchandise display in 
one. You can group them many dif- 
ferent ways. Hang them, nest them, 
build them into pyramids or trees. 
1 set consists of the following sizes: 
| Displayer 6'' high— 6''x 6" top & bottom 
| Displayer 12" high— 8"'x 8" top & bottom 
| Displayer 18"' high—I0"'x10" top & bottom 
| Displayer 24" high—!2"'x!2" top & bottom 


Price for complete set of 4—$16.50 


71-73 AUSTIN STREET 
FOREST HILLS, N. Y. 
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Monarch Manufacturing 
Sponsors Contest 

The four judges who will serve in the $2,000 
cash prize contest being offered by Monarch 
Manufacturing Company, Milwaukee, in con- 
nection with its “Monarch for Outdoor Life” 
fall promotion have been announced by E. H. 
Guiterman, vice-president in charge of promo- 
tion for the company, which specializes in 
men’s and boy’s outerwear. 

Judges will be: Stephan P. Glennon, vice- 
president and advertising director of Outdoor 
Life; Walter H. J. Raymond, editor of 
Men’s Wear; Lewis A. Spalding, vice-presi- 
dent of The Boys’ Outfitter, and R. C. 
Kash, editor, DISPLAY WORLD. 

The contest will cover every phase of retail 
| advertising and promotion, with prizes for the 
| best all-around store promotions, to display 

managers for the best windows, and to retail 

sales people who submit the best “Sales 
| Clinchers.” 
The prize money will be broken down as 
follows: Six prizes totaling $1,200 for store 
| promotions; six totaling $375 to display man- 
| agers, and 28 prizes totaling $425 to sales 
personnel. The prizes will be further broken 
| down for stores according to city population, 
the three city size groups being over 100,000, 
50,000 to 100,000, and under 50,000. 





Ad Department Honors 
Kleinhans' Display 
| In an unusual tribute to the display de- 
| partment, Kleinhans of Buffalo used news- 
paper space a short time ago to honor the 
store's display section. Headed: “Ad 


| Writing vs. Display”, the copy ran like this: 
“You've heard about the inter-service riv- 
alries among our armed forces and the de- 
bates that constantly arise regarding the rela- 
tive merits of battleships vs. bombs, Marine 
Corps vs. Army. Well, that kind of rivalry 
exists at Kleinhans between the display and 
advertising departments. Whenever a_ par- 
ticularly good public response occurs as the 
result of a promotion, advertising will take 
mental credit for a major share of the suc- 
cess. Display will be equally sure that the 
windows. did it! 

PRODUCED EXCLUSIVELY BY “In today’s ad-itorial, Kleinhans advertising 
ae tan does the unprecedented and presents display’s 

B. B. BUTLER MFG. CO., INC side of the story. ; 
Send tiene aenes ‘ene: “Actually, an advertisement, whether in a 
qnupaes 0, Us. newspaper or a magazine, can be but a pallid 
thing compared to a window display which 
presents merchandise in full size, full color 
and in three dimensions instead of only two. 
In a window, you don’t see apparel at 


econd-hand th h th y f is 
ATTENTION — RUSTIC DISPLAYS — POLES |) i.c"inw ot a camera, or the word pictures of 
Suppliers to Display Builders SLABS — BRANCHES — BARK the copywriter; you see it as it actually is. 


“In this connection, it is interesting to note 


Important developments, including new, CEDAR ETC. BIRCH that Kleinhans’ constantly changing facade of 


e “big-demand" products, necessitate ap- < ° ° : : : 
pointment of distributors for 26 giant windows is furnished with clothing 


T wo * and accessories taken right out of regular 
© MASK PRODUCTS RUS iC PARKCRAFT stock. Lacquered shoes or other items, spe- 
: ie ee pe | cially prepared by the manufacturer for dis- 
Sepecielty the cow tovey-tuty Sremare-ennaiites | Feattt RIN ‘TURE play" purposes only, are not used. As a 
is bringing in direct orders by | | e : ate ¥ Ay tay Marie 

the score which we turn over to suppliers. } matter of fact, any clothing or accessory item 
Write NOW to | : > = aot i a Kleinhe x > and 
COMPANY, INC. will be removed from a Kleinhans window anc 


Mask Products Inc 3143 W. 33rd St. | sold to customers, any time. 
je Cleveland 9, O. Phones: 9-6479 or 9-6103, Williamstown, N. J. “A good window, through the artistry of 
the designer, tells a dramatic story about the 
| merchandise shown, with the help of few 


e « When Writing Advertisers Please Mention DISPLAY WORLD » » | © no words of explanation. Just a glance 


| and even the casual spectator receives a pow- 
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erful impression of its color, style, usefulness, 
and desirability. Over a petiod of years, 
Kleinhans’ window displays have won innum- 
erable national and international competitions. 
During the last war the display department 
contributed a whole truck-load of its silver 
cups to the metal drive. 

“Kleinhans’ display manager, Clem Kieffer, 
makes a further clinching argument in favor 
of windows vs. newspaper or magazine ads. 
Says he: ‘You can’t throw a store window 
into the wastepaper basket!’ However, even 
he will have to admit that nobody but adver- 
tising could give display such a whopping pat 
on the back as you have read here!” 


Electric Housewares Contest 
Results Are Announced 

Winners in the display contest sponsored 
by the Electric Housewares Section of the 
National Electrical Manufacturers Associa- 
tion were selected August 1. The judges 
were a panel of leaders from the publication, 
merchandising and display fields. 

First prize plaques have been awarded the 
following stores: Mankato Electric Com- 
pany, Mankato, Minn., (appliance dealer) ; 
Schaffer & Bond, Inc., Upper Darby, Pa. 
(hardware store); Lansburgh & Bro., Wash- 
ington (department store), and Ohio Edison 
Company, Youngstown, Ohio, (utility). 

The judges were: Howard P. Abrahams, 
manager, Sales Promotion Division, National 
Retail Dry Goods Association; Charles 
D’Elia, chairman, Electric Housewares Sec- 
tion, National Association of Electrical Dis- 
tributors; Charles M. Edwards, dean, School 
of Retailing, New York university; Ernest 
Ehrman, display consultant; Robert K. Far- 
rand, manager, Retail Merchandising Division, 
Saturday Evening Post; Arthur Freeman, 
merchandising consultant; Earl Lifshey, man- 
aging editor, Retailing Daily; Hal Shana- 
field, managing editor, Electrical Dealer, and 
Lawrence Wray, editor, Electrical Merchan- 
dising. 

The contest was conducted in conjunction 
with the industry’s year-round gift campaign 
whose theme is “Give Electric Housewares 
—First Choice For Every Gift Occasion.” 

Purpose of the contest was to reward the 
ingenuity and enterprise of electric house- 
wares retailers in developing successful visual 
merchandising ideas at the point-of-sale. 


New Specialty Paper 
Uses Fluorescent Colors 

A new specialty paper, decorated with the 
popular “Day-Glo” daylight fluorescent col- 
ors, is announced by Dan Sargent, president, 
Starbuck Manufacturing, Inc., Leeds, Mass. 
It is said to be especially adapted to gift 
wrapping, displays, and similar applications. 
The Starbuck specialty papers will combine 
daylight fluorescent colors with ordinary 
colors, providing unusual designs and striking 
contrast, according to the manufacturer. 





PRICE CARD HOLDERS 


Cash Alarm Tills, Cone Twine 
Holders, Snap-In Tag Need- 
les, Window Trimmer’s Tool. 


Write for Illustrated Price List 


Rudolf Orthwine Corp. 
418 W. 33rd St., New York I 
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Just one of our new Christmas numbers... 


No. 1903 GIANT WIRE SLEIGH 


Enormous decorative wire sleigh in glistening Christmas 
white with beveled styrafoam decorative panel and wire 
carriage lamps on each side make this a truly eye-arresting set 
piece .. . seat in sleigh large enough for seated mannequin . . . 
sleigh shipped flat . . . can be easily assembled with bolts 
.... Size of sleigh — 81" W x 52" H x 24” D. 


Each $9* 


POS wa 2asactatee~ 


DISPLAY DESIGNERS AND MANUFACTURERS e PORTSMOUTH, OHIO 
NEW YORK OFFICE AND DESIGN STUDIO, 328 E. 34th STREET, MURRAY HILL 4-1864 








Fai Display hie 


THE W. H. WINDOW 
DISPLAY FORM CO. 


119-12! Avenue D New York City 9 


SOLD THROUGH JOBBERS ONLY 
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STYROFOAM 





GIANT SIZE BLOCKS, 
PANELS—SHEETS 


ALL SIZES UP TO: 
100" LONG—24" WIDE—10" THICK 


DISPLAY DEALERS: “firs ‘ws. ay* 


gle-bule 


PRODUCTS 
6415 N. CALIFORNIA AVE., CHICAGO 45, ILL. 








Visit 


“The House of Naturals” 


in New York for 


FALL & XMAS 


Showing of “Nature's Best"! 
IMPORTED AND DOMESTIC 
ORNAMENTS, TINSELS, 
GARLANDS 
IN FOIL AND GLASS 


From England, Occunied Germany, Italy 
and Occupied Japan 


FLAMEPROOF 
PRINCESS PINE AND HOLLY 


@ WREATHS e@ ROPINGS 
e@TREES oe SPRAYS 


Write for price list 


ARTS au FLOWERS" 


DISPLAYS, INC. 


Manufacturers @ @ Crecfors 


43 W. 56th St., near 5th Ave. 
New York City 19, N. Y. 


*U. S. Reg. Trade Mark. 


importers 
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Denver Firm Opens 
New York Branch 

New offices have been opened at 118 
East 28th street, New York City 16, by 
General Display Fixture Company, of Den- 
ver. Frank E. Gordon, formerly with the 
Denver office, will establish permanent 
headquarters in New York. David Clay- 
ton, well known in the fabric converting and 
distribution field, will manage the new 
offices and will coordinate the activities of 
the Eastern and Western divisions. 


New Counter Unit 
Proves Its Worth 

A new merchandising unit designed to 
increase customer interest and improve re- 
tail sales of interfacings for home sewing 
has been developed by Sheerr Bros. & Co., 
New York City. Believed to be the first of 
its kind in this field, it was shown in its 
premiere installation at R. H. Macy & Co. 
It consists of an automatic, lighted slide 
projector with 18 color films to illustrate 
to shoppers why and how interfacings are 
used in home sewing. Placed on the sell- 
ing counter so that the films are shown at 
eye-level, the unit also holds bolts of inter- 
facings in a box in front. The bolts are on 
rollers so- the customer can examine the 
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interfacings closely, as well as feel the 
fabric. This also makes it easier for the 
sales person to sell the material and mea- 
sure it from the back of the unit. 

Preliminary reaction indicates that the 
unit has accomplished its dual purpose in 
helping to educate the customer and has 
substantially increased sales by attracting 
the attention of casual shoppers who stop 
to look and remain to buy. 


"Dekorablok"” Introduced 
By California Firm 
inter-locking 
heat-resistant plastic has been introduced 
by Moldkraft Products, 4540 Longridge 
avenue, Van Nuys, Calif., as a basic con- 
struction unit for display fixtures. Six 
inches square in size, the blocks fit together 
side by side, corner to corner, or at 45- 
degree angles with the use of specially de- 
signed links. A hole in the center is de- 
signed to support another block on end and 
permits the use of the block as a base to 
support columns and table legs. 

A spokesman for the company says that 
the modular design makes it possible to 
construct backgrounds, screens, frames, 
pedestals, shadow-boxes and other display 
fixtures in a matter of minutes and to dis- 
mantle them in a few seconds. 


A clear, block made of 





—This is a handy, functional wood fixture de- 
signed by Del LeSage, Spokane Dry Goods 
Company, Spokane, which he had made in a 
local mill. It is of white clear pine, with | 
by 2-inch uprights and I-inch dowels. Clear 
lacquer finished, the unit is made in two 
heights—7 and 9 feet—and in three widths, 
12-, 18-, and 24-slat. The shelf placement can 
be anywhere desired, depending on the mer- 
chandise. Shelf sizes are 12 by 12, 12 by 36, 
and 12 by 42 inches. The unit is so balanced 
as to take any item in a department store 
except trunks, furniture, stoves, etc.— 
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NADI Members Receive 
December Show Plans 

Floor plans and other pertinent data for 
the annual December Market Week have 
been sent to members of the National As- 
sociation of Display Industries by John F. 
Bowman, Jr., managing director. Once | 
more the Hotel New Yorker, New York | 
City, will house the show; it will be held | 
December 9-13. 

Sample rooms on the fifth, sixth and 
seventh floors of the hotel will be used, 
with others available if required. 

A preliminary report on the results of 
the recent Market Week held at the Hotel 
Morrison, Chicago, has been made to NADI 
members by Bowman. A total registration 
of 2,405 was recorded, with 1,539 repre- 
senting actual display personnel from ap- 
proximately 1,150 stores. 


“Skirt N' Slak" Form 
Is Now Ready 


A clear plastic “Skirt N’ Slak” form has 
been produced by Red Wing Products, 
Bellerose, N. Y. Proportioned to represent 
the human figure from the waist to part 
way down the thighs, the unit fits any 
stand and can be tilted and swiveled. It is 
provided with felt pads to accommodate 
pins, and can be used for floor or counter 
display as well as in windows. 

The form is described in detail in Red 
Wing’s new catalogue for fall and winter, 
1951, in which are shown a wide range of 
plastic forms and fixtures, shoe and leg 
forms, display trays, millinery heads, 





chrome garment racks, price tags, and re- 
lated items. Copies will be sent on request. 


Self-Selector Fixture 
Shown In Catalogue 


Edinger-Wyckoff, Inc., Stroudsburg, Pa., 


specialist in the manufacture of self-selector 
floor fixtures for stores, has issued a new 
catalogue showing many units of its line. 
The new catalogue pictures and describes 
how “better merchandising by effective dis- 
play equals more sales for any store”. Il- 
lustrated in its 20 pages are 31 distinctly 
different fixtures which actually put more 
merchandise in view with resulting more 
sales to the consumer. Included among 
these models is an aisle traffic table that 
increases display capacity by 50 per cent 
yet occupies only the same area as the old 
flat-top case. Also illustrated are many 
standard-type fixtures that are permanent 
in the retail field. Included are wall cases, 
showcases, cash-wrap units and some 
actual store interiors. 

The new catalogue may be obtained with- 
out cost by writing the Edinger-Wyckoff 
company. 


Liquid Said To Prevent 
Damaging Light Rays 

“Sun-Lac Ultra-Violet Coating” is the 
name of a liquid said to prevent merchan- 
dise fading from light rays when applied 
onto the window glass. One application 
serves from three months to a year, states 
Daniel J. Rubenfeld, president of Sun-Lac, 
Inc., 9 Clinton street, Newark. It can also 
be applied to window lights to cut down on 
infra-red rays. <A special solvent solution 
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ORDER your DOLL STANDS NOW 
ly 


FOR ALL SIZE 
DOLLS 


Neo. MDS9 No. MD6O Neo. MO78 
Adjvsteble Adjvstoble 


Adjustable 
12° te 23° 1S” to 29° 


THE BEST STANDS ON THE MARKET 
at the Lowest Prices 

New ice bive enamel finish on base ond upright. 
height wire clamps finished in rust-resisting “SILVERTEX” plate, 
Substantial round bases. 595M 


CHOICE PACKED 
oF 12 TO 
ALL SIZES 95 A CARTON 


ART R. COHEN COMPANY 








SMART 
FASHIONABLE 


Sub-Nunion 
MANIKINS 


Just created by America’s 
foremost manikin sculptor 
and stylist. The fresh spirit of 
youth imparted by these new 
Sub-Junior manikins will sell 
more merchandise for you. 


Write or call today for 
illustrated information 


on the complete line 








removes the application if desired. 





KEHOE DISPLAY FIXTURE CO. 


541 MARKET STREET SAN FRANCISCO, CALIFORNIA 
MR. WM. E. KEHOE, exclusive Korrect-Way distributor 
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Save dollars... 


Qa 
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- 
Reg. U.S. Pat. Off. 


TRANSPARENT SHADES 


Nation’s leading stores use and recom- 
mend Infra Chem shades. None finer — 
lowest priced. Send for free samples 
and booklet. 


TRANSPARENT SHADE CO. 
501 N. FIGUEROA ST. 
LOS ANGELES, CALIF. 














Sturdy Low Cost Oscillator 
for Cardboard Animation 


@ Inexpensive back-and-forth motion. 

@ Simple to use! Just drop into cardboard 
pocket or flap. 

@ Factory set for many different arcs of travel. 

@ 10 standard speeds. 4 and 10 RPM in stock. 

@ Small. Compact. Light Weight. Sturdy. 

@ Dependable synchronous motor. 

@ Can be synchronized with one or two or 
more chaser light actions. 


Sample unit just $6.75 
Check with order please. 


One of many low-priced products for animation 
made by 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 


a 
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MANNEQUIN REFINISHING 
[Continued from page 19] 


Proper storage facilities for extra wigs, 
hands and arms are important for prolong- 
ing their life. When not in use, a manne- 
quin should be stored in an individual lock- 
er equipped with wig pegs and padded 
shelves for the limbs. There should be 
close fitting doors to prevent trouble from 
dust infiltration. 

When the mannequin refinisher is also 
the displayman, or both are associated in 
the big department store, optimum condi- 
tions prevail for glamorous and_ striking 
display, effects based on specialty finishes. 
Older mannequins or abstract figures are 
used and may be repainted many times 
without undue depreciation. For tempor- 
ary use, as for one window change, water 
thinning paints may be used, with accom- 
panying ease of processing. Lacquer re- 
quires a more carefully prepared surface. 

An accompanying photograph shows a 
ballerina type abstract figure with draperies 
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predominantly in shades of green. The 
mannequin was painted with magenta day- 
light fluorescent paint and illuminated with 
fluorescent tubing of the type rich in ultra- 
violet. 

In intimate departments mannequins have 
been painted the pearl gray rug color, with 
a rug square covering the base plate, and 
the wig sprayed the same color with the 
addition of diamond dust. Abstract features 
and lips were in a darker shade of pearl 
gray, the entire effect calculated to enhance 
the warm colors of the lingerie. 

Mannequins have been painted every color 
of the rainbow as components of successful 
displays. This type of treatment is more ac- 
ceptable in abstract mannequins and in 
forms, and in certain colors (such as bone 
white, forest green, gray, and cocoa). 
Bronzes have been used effectively, espe- 
cially with Oriental image effects with ex- 
otic headdresses, stances, or the addition of 
several pairs of “Siva” arms as in the 
fashion show photograph included here. 
Especially effective is a gold metallic with 
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Bos E DISPLAY IN 1938 
WITH KAUFMANN ’S, PITTSBURGH. 
WHEN WAR BROKE OUT HE 
JOINED THE SERVICE, RE- 
MAINING FOR THREE AND 
ONE HALF VEARS. 
ON HIS RETURN, HE 
JOINED COYLE & RICHARDSON, 
CHARLESTON, W. VA.,1N 1946, 
THEN WENT WITH BOGGS 
& BUHL IN 1960 AS 
DISPLAY DIRECTOR. 


HIS HOBBIES ARE OIL 
PAINTING REPAIRING OLD 
FURNITURE AND FOLLOWING 
THE FORTUNES OF THE 
PITTS BURGH PIRATES. 








DISPLAY DIRECTOR 


BOGGS & BUHL COMPANY, PITTSBURGH 
; Fa oP dg 4 
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lacquer or gloss oil base, antiqued with green 
water thinning paint. When the gold is 
dry, the green is sprayed on, and rubbed 
off the highlights. 

Crackle lacquer opens up a 
novel possibilities for mannequin, 
and foundation forms. A_ two-tone 
scheme is selected, the darker to go on first 
as a standard lacquer spray finish, and the 
lighter to go over it, mixed from a special 
lacquer base. On drying, the top coat 
shrinks, exposing the base color in myriad 
cracks, large and small, in a pattern con- 
tributed by the object itself. A wide flat 
surface produces wide, angular cracks, and 
a curved surface finer cracks. A _ photo- 
graph of a torso with this treatment was 
included in the shop article in the October, 
1950 issue of DISPLAY WORLD. 

Millinery, glove, hose, blouse and founda- 
tion garment forms may be resurfaced and 
refinished by the same methods as described 
last month for mannequins. So, too, can 
men’s forms, with the right adjustment in 
pigments for tanned masculinity, also as 
described last month. 

A pleasant finish for women’s forms is a 
pink flesh with rubbed white or dry-brushed 
white in the old masters’ finish described 
in the preceding article. For the base coat 
lacquer is used, and for the over-coat, a 
semi-lustre oil based paint. 

Interesting effects are obtained with fabric 
coverings for mannequins and forms. Linen 
and cheesecloth can be applied by papier 
mache technique with flour paste, a small 
section at a time so that undue stretching 
will not be required. Burlap has been used, 
and is especially effective with a heavy gold 
metallic finish over a well sealed base (two 
coats of sanding sealer, one 
bronzing powder in clear gloss lacquer). 

Plastic lace was used the millinery 
forms in the photograph seen here to match 
the texture of the rockwood panels and date 
stamens. The finish was cocoa with gold 
bronzing powder blown lightly the 
grain. 

Other texturizers which have been tried 
are crushed metal foil applied with rubber 
cement, bark textured paper and shredded 
paper applied with flour paste, as in the 
photograph of the lingerie window. The 
transformation, of course, comes with the 
spray painting finish and color scheme. In 
the case of the metal foil, which comes in 
various colors, shading and softening may 
be added by means of the spray gun and 
oil aniline dye dissolved in clear gloss lac- 
quer or gloss oil varnish. 

“Celastic” outlines for eyes and lips are 
practical, especially for children. Colored 
felts can be substituted, but the “Celastic” 
contains its own adherent. A layer of 
“Celastic” can be used in structural repair 
and as a surfacer in areas which will not be 
seen, with a taper carried out from the edge 
by methods described last month. 

Before dressing refinished mannequins 
or leg forms, it is wise to treat them for 
the prevention of snags and runs in the 
hose. The heels and ankles need to be 
sanded lightly with fine sandpaper or steel 
wool to remove the lacquer “tooth”. The 
stocking is then rolled tightly, and care is 
taken to get it on right the first time so 
that it will not need to be moved after place- 
ment. 

Base plate treatments include painting a 


series of 
millinery 
color 


on 


across 


coat of gold | 
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MAKE 
= SDouble= = 
— PROFITS 


AS DISTRIBUTOR FOR 


SPACEMASTER 
DISPLAY UNITS 


A typical 
customer personalized 
SPACEMASTER display 





SPACEMASTER is the perfect answer to hundreds of display and exhibit prob- 


product. Get full details . . 


MR. EXHIBITOR! SPACEMASTER lets 
you display your product to best pos- 
sible advantage at 
rock bottom cost. De- 
mand SPACEMAS- 
TERS to do your job! 


RS, we 


197 WASHINGTON AVENUE NORTH 
MINNEAPOLIS 1, MINNESOTA 


MAIL COUPON NOW! 


lems. In a jiffy, SPACEMASTER units are assembled into an attractive, durable 
and functional display. All SPACEMASTER units are interchangeable, allowing 
many combinations of different size and shape displays. SPACEMASTER is an 
ideal double-profit item for display and sign shops . . . big or small. Attractive 
distributor’s commission plus profit on personalizing your customer’s name and 
. no obligation. Rush coupon right away! 


To: Displaymasters, inc., 

127 Washington Ave. N., Minneapolis, Minn. 
Check whether: [] Distributor [] Exhibitor. RUSH 
full information on SPACEMASTER—the double profit 
maker! 


COMPANY 
ADDRESS 
CITY. 
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This Autumn and Christmas 


Halt! Yes sir, gayly hued floral sets and dec- 
orative novelties do call a halt to passers-by. 


There's the unmistakable stamp of talent and 
originality in every one of our custom de- 
signs for window and store displays. 


Visit our showrooms. Our traveling sales 
staff is available in this area. Outside of 
this territory, we will send on request sketches 
of floral settings for your approval. 








Modern Display Equipment 
810 Penn Ave., Pittsburgh 22, Pa. 
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FOIL AND PLAID PAPERS 
26” width — 50 and 100 ft. rolls. Also in Reams 
fcr immediate delivery. 


R. A. OHLHORST 


434 Broome Street New York City 13 





LIBERAL Fg aoa gag 


For Your Old Mannequins 


Write us for complete details. 


REINERMANN FIXTURE CO. 
343-345 W. 4th St. Cincinnati 2, Ohio 
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Hispuay PHOTOGRAPHS 


Weekly photographic reports of outstanding window 
and interior displays in New York and Los Angeles 
department stores . . . complete with three-dimensional 
color transparencies and full descriptions... tailored to 
your specific needs . . . an accurate, indispensable help 


for your display department. Write for full information. 


Retail Reporting Bureau, 101 Fifth Ave., N.Y. 3, N. Y. 











PATENT PANELS isicccaouscs 


MR. DISPLAY MAN... 
Throw the Tools Away! 


Just clip PATENT PANELS together 
with a snap of your wrist, — no tools, 
no nuts and bolts! Yes, clip ‘em together 
—as many as you wish—take ‘em apart 
in a jiffy! Shift ‘em around, change your 
display from week-to-week ...day-to-day! 
Patent Panels a/ways look different! They 
won't wear out! They're tough, they're 
aagneenge they're beautiful — the 

uy you ever saw. Use ‘em—you'll say, 
“How did I ever get along without ‘em?”’ 


BACKGROUNDS @ SCREENS > 


CONSTRUCTION: Fine, pine milled wood nosing; SCREEN surface: per- 
forated, 14” tempered Masonite; BACKGROUND surface to order. 


SIZES: SCREENS double-sided, 4’ to 6’ high; 18” to 36” wide. BA d° 0 aay an 3a) 
BACKGROUNDS made to order. 
An ingenious Potent 
Clip, easily inserted 


2 at and removed by hand 
For free, descriptive folder — locks Potent Panels to- 


gether firmly... 
UAE Patent Panels Division of Wisconsin Studios, 
822 NORTH 5TH STREET © MILWAUKEE 3, WISCONSIN 
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“Grooved Grains" in Ald AA 
modern mood .. . mn 
decorator's touch that impart E 4 
a raised, 3-dimensional effect. ~ 
1951 XMAS SAMPLE BOOK There's Always Something New 

NOW AVAILABLE! 5925 Broadway, New York 63, N.Y 











neutral color, flat black, or the rug color, 
or alternately preparing a rug square to fit 
over the plate. In the latter case the square 
is punctured for the rod to go through, after 
which it is slipped into its socket again and 
adjusted to balance the mannequin in its 
new footing. A cheescloth strip glued to the 
bottom side of the square at the edge will 
help to prevent raveling. 

Three-quarter-inch plastic, machined with 
the carpentry shop tools and wet sanded and 
buffed, makes a fine looking and unbreak- 
able base plate. It is expensive, unless ob- 
tained from war surplus. A curved piece as 
used in plane portholes can be flattened in 
a matter of hours under heat lamps. Cir- 
cular pedestals, wide enough to keep cus- 
tomers from bumping into the figure’s limbs. 
will cut down on the accident rate in inter- 
ior locations. Four to six inches will give 
altitude to increase the distance from which 
the mannequins will be seen, and repetition 
of the rug or floor finish on the pedestal 
makes for unobtrusiveness. 

Mannequin refinishing is contracted for 
under a variety of circumstances. Manne- 
quin “hospitals” centrally located advertise 
for work to be shipped to them. Some in- 
dependent display shops operate over lim- 
ited regions, picking up and delivering. 
Some chain store companies have their own 
crews, or retain temporarily the services 
of a crew or individual to service each of 
their stores in turn. Mannequin refinishing 
firms may have several crews on the road 
following an annual or semi-annual itiner- 
ary with contacts obtained by advertising. 


Fixture Mart Releases 
New Literature 

A circular describing the new “Triplex” 
rolling mirror has been released by The 
Fixture Mart, Inc., 314 West Jackson boule- 
vard, Chicago 6. Made of steel, aluminum 
alloy, rubber and glass, the device provides 
a mirror surface of 25 square feet. The 
mirror folds and rolls into a small space 
when not in use. Copies of the circular 
will be sent on request. 
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Webster Assigned Territory 
By D. G. Williams 

Ralph W. Adler, secretary of D. G. 
Williams, Inc., New York City, announces 
that Julian H. Webster has been appointed 
sales representative to cover the states of 
Virginia, North Carolina, South Carolina, 


— Julian H. Webster — 


Georgia, and Florida for the well known 
mannequin firm. 
Webster was formerly associated with 


Williams’ New York sales office division | 
fer a number of years. “Mr. Webster has | 


a thorough knowledge of display,” states 
Adler, “and we feel certain that his addi- 
tion to our sales force will prove beneficial 
to the various stores on which he will call 
throughout the territory.” 


Multi-Fit Incorporates, 
Moves To New Quarters 


The Multi-Fit Wig Company, Inc., has an- 
nounced the removal of its plant to new and | 
larger quarters at 2 Allen street, New York | 


City. The firm has been incorporated with 
the following officers: Edward Stern, presi- 
dent; Murry Lichenstein, secretary, and 
Abraham Miller, treasurer. The Multi-Fit 
wig, which requires no measuring, fits all 
mannequin heads. 


Abbott-Wimberly Store 
To Open Soon 

The new department store of Abbott- 
Wimberly will be opened some time in Aug- 
ust in Baton Rouge, La. Display director 
of the firm is John E. Dial, who resigned 
a similar position with Goudchaux’s, of the 
same city, in order to join the new store. 


Flexible Waist Form 
Now On Market 

A flexible waist display form capable of 
many different poses has been patented and 
introduced to the display field by Lillian 
Greneker, Inc., 924 Seventh avenue, New 
York City. It is available in either silk 
or cotton jersey. 
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add sparkle to your displays 


et 


"Rea 
ae — 


Here’s a sparkling fresh idea for window, backdrop or 
counter display. Sparkl-Tex combines a feeling of snowy 
crispness with eye-arresting glitter ... sets off your display 
to best advantage. 

Shiny aluminum flakes in silver or a combination of 
silver-red-green are sprinkled on fireproofed cotton wadding 
— then baked on by special process. Sparkl-Tex has body 
for easy handling, accurate cutting. Its depth allows it to 
fall in soft, snow-blown contours. 

For store display, Sparkl-Tex is available in rolls 36 
inches wide and 12 or 48 yards long. Smaller sheets are also 
available attractively packaged for resale. For full infor- 
mation, prices and samples, write Dept. D8. 
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FLASHING STAR-LITES SYAR-LITES 


DECORATIVE WINDOW AND INTERIOR LIGHTING DISPLAY 


Send for our illustrated literature and list of our distributors. 
JOBBERS INQUIRIES INVITED 


ART MODE MFG. CO., INC. sian xX. 














A NEW 


MARBALIA 


BOOK IS NOW READY! 


lt contains samples of two 


hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 














HAMBERGER 
LEADS 
THE WAY! 


With the coming of the ever big- 
ger Christmas display season new 
problems present themselves to 


every displayman. 


not visit 


Why 


showroom in 


the Hamberger 
New York City 
where you will see a complete 
new line of everything you need 
the 


Hamberger 


and let 


THE WAY 


for season, 


LEAD 


big 


for you! 


* 
DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 31st St., New York City | 
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New Zealand College 
Holds Display Course 


ARLY this year 23 displaymen and 
+ Fipenl from all over New Zealand 

gathered at Massey college, Palmerston 
North, for a refresher course in modern 
display techniques. The course was arranged 
under the sponsorship of the New Zealand 
College of Retailing, acting on behalf of the 
New Zealand Drapers Federation. The 
course was carried out under the personal 
direction of Horace Jones, display manager, 
C. Smith, Ltd., Wellington. 


The college having residential quarters, 


| students devoted their time—eight hours each 


| day—exclusively to the 


study 
Special 


intensive 


of display and practical work. 


| prefabricated windows were set up in one 
large studio for the use of students. 


The class was divided into groups under 
a leader and each group was allocated 
merchandise. Individual windows were 


| done with one class of merchandise by the 


leader and assistant in each group. 

The entire class then critically examined 
each window in turn, and discussed the im- 
provements which could be made. Alterna- 
tive methods and faults to be avoided, to- 
gether with the selling points to be empha- 
sized were pointed out by Jones. The win- 
dows were then re-done by two others of 
each group and so on until each student had 
had the opportunity of presenting this par- 
ticular merchandise. Another class of goods 
would then be selected and the same process 
repeated. 

Frocks, hosiery, men’s wear, underwear, 
corsetry, wool, lingerie, millinery, shoes, and 
other types of merchandise were included. 


one 


—Horace Jones, instructor, kneels in the photo- 

graph above to demonstrate some display 

procedure to the class . . . Below, a section 
of the class learning figure draping— 
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Special periods were devoted to the art 
of simple figure draping, crepe paper work, 
flower making, and paper sculpture. 

A special reference room was set up in 
one corner with trade magazines, photo- 
graphs, text books and information for the 
use of students. Ideas were gathered from 
these and notes were made for future use. 
Jones’ advice was available to students to 
assist in the ironing out of special prob- 
lems relating to their own particular stores. 

Tle course proved most beneficial to 
everyone and keen interest was sustained 
throughout the entire week. 

A striking feature of the course was the 
informality with which it was conducted. 
The students worked with enthusiasm from 
one project to another, the director finding 
little need for formal lectures. The selling 
angle of display was emphasized and glam- 
orous and exclusive displays were left 
for a future occasion. As many of the 
students were from centers outside the 
cities, it was considered beneficial to give 
them a good grounding in the correct han- 
dling of merchandise. 

One of the most educational factors of the 
gathering was the free discussion among 
students, the cross-checking of ideas 
and methods resulting for many in a re- 
orientation of ideas on display. 

So successful was the venture that it 
is apparent the seeds were sown for an 
annual gathering on a bigger scale and with 
a wider scope of activity. 


Spring Notion Week 
Winners Named 

Results have been announced for the win- 
dow display contest held in conjunction with 
Spring Notion Week, May 5-12, under the 
sponsorship of the National Needlecraft 
Bureau, Inc.. New York City. The follow- 
ing were awarded top prizes: 


First, $200, M. E. Blatt Company, At- | 


lantic City: second, $100, Leonard S. Cies- 
linski, McCurdy & Co., Rochester, N. Y.: 
third, $50, T. Kruse, FE. W. Edwards & 
Son, Syracuse. 

These were awarded prizes of $25 each: 
Grady V. Harris, Belk-Leggett Company, 
Durham, N. C.: Lou Weisbrook, S. W. An- 
derson Company, Inc., Owensboro. Ky.: 
Howland Dry Goods Company, Bridgeport, 
Conn.; Vin Plunkett, Roberts Brothers, 
Portland, Ore.: John E. Cooke, Coulter’s, 
Los Angeles. and George H. Wagner, J. L. 
Brandeis & Sons, Omaha 


Part Of Pocket Novel 
Devoted To Display 

Among recent releases in the popular 
pocket size books is a novel entitled “The 
Husband Who Ran Away”, about one third 
of which is devoted to the hero’s adventures 
in the display field. Several well known 
stores and display people are referred to by 
disguised names, and DISPLAY WORLD is 
mentioned several times under the title 
“Display Universe”. 


Ostlund Joins Zahn's 
As Superintendent 

Recently with Arkow-Lewis & Associates. 
Philadelphia, and for nine years display 
director for The Boston Store, Milwaukee, 
Dave Ostlund is now with Zahn’s, Racine, 
Wis., as store superintendent. 
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THE"SIGNPRESS” 25th 

a POSTER MACHINE 

FEATURING: SPEED .. . SIMPLICITY . .. LOW OPERATING COST 
... LONG LIFE 


Used for over seventeen years by leading national chains. Many have from 50 to 500 or more ia use. 
MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
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DISPLAY EQUIPMENT CO. 


BOX T-144 ADRIAN, MICH. 








CLASS Birgrpictipens 
Cc Y LI N D E RS bar offers a wide variety 
of sparkling crystal cylin- 


U N LI M IT E 1) ders for the display indus- 
i) | S P LAY try. Diameters from 14” 


up to 14”. Various lengths. 


al S S | B | tay Small or large quantities. 


Keep a supply on hand for 
constant or intermittent 


use. 


Write Dept. 42 for 
Dunbar Glass Cylinder 
Catalogue C-51 and price 
list showing sizes and 


prices on various quantities. 


Moderate production quantities.. Ask about Dunbar’s 
private-mold service. 


Dunbar also features private-mold service — glass parts 
molded to your specifications in custom-made molds. oo 





DUNBAR: WEST VIRGINIA 
NEW YORK — CHICAGO — LOS ANGELES 
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outstandingly handsome... 
you won't have to hide the 
Century ‘Dramalite’ from 
public view—and outstandingly 
practical in performance. 

Uses all standard reflector 
lamps; easily adjustable 

to any direction by means of 
foolproof, concealed swivel 
joints. The base requires 

no weighting because the center 
of gravity always stays in 


the same position—won’'t topple over! 


Precision-built eggcrate louvre 
cuts off glare at 45 degrees. 
Inside clips hold color filters. 


LIGHTING, INC., 521 WEST 43RD STREET, NEW YORK 18 
626 NORTH ROBERTSON BOULEVARD, LOS ANGELES 46 











Plastic 


Unique PLASTIC PLANTS 


These beautiful plastic plants are constructed of a 
unique material that is fire-proof impervious to 
acids, solvents, greases, and unaffected by tem- 
perature change. THE PLANTS ARE WASHABLE 
AND DURABLE and can be cleaned and stored 
for reuse. The plants may be used for both win- 
dow and interior display, both individually or in 
complete settings. 

Shown is the large Poinsettia, one of the more 
than 60 plants and flowers comprising the com- 
plete line which includes a variety for every 
season. Photographs and complete prices are 
available on request. 

JOBBER AND DISTRIBUTOR INQUIRIES INVITED 


Reproductions S,innn2, ono 
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Sylvania Electric Features 
Mass Displays Of Bulbs 


In an effort to demonstrate to grocers the 
effectiveness a massive display can have on 
the sale of light bulbs during a special pro- 
motion, Sylvania Electric Products, Inc., 
dramatically exhibited a large quantity of 
its handy “4-Packs” at the 1951 super- 
market show at the Hotel Stevens, Chicago. 

The displays, according to E. W. Gutelius, 
advertising manager of the Lighting Divi- 
sion of Sylvania, were aimed particularly 
at tying in with the company’s new special 
promotion of shears to customers sending 
in the outside carton of a handy 4-Pack 
plus 50c. “In addition to special seasonal 
displays,” Gutelius said, “a permanent light 
bulb display should be part of every grocery 
store because light bulbs are considered a 
year-round profit maker.” 


Dawson Is Promoted 
By Kerr's, Inc. 


Following the resignation of Sam Shaffer, 


| as reported elsewhere in this issue, William 
| Dawson has been promoted from first as- 
| sistant to the position of display manager 
| for Kerr's, Inc., Oklahoma City. He has 
| been with the store for several years. 


| Change Of Location 


For Supreme Display 

Murray Tenenbaum, doing business as 
Supreme Display Equipment Company, has 
moved his showroom from 29 West 34th 
street, New York City, to 53 West 35th 
street. 


Adolf Van Hollander 
Becomes Assistant 

Gimbel Brothers, Philadelphia, has pro- 
moted Adolf Van Hollander to the position 
of assistant display manager. Walter A. 
Spiro, until recently in charge of display 
for Gertz, Jamaica, L. L, is head of the 
department. 
New Forms Display 
Special Features 

A new line of “Tip-Toe” hosiery forms, 
designed for displaying special heel, sole 
and clock effects, has been announced by 
the Shoe Form Co., Inc., Auburn, N. Y. 
These new forms come in a selection of 
lengths required for placing maximum em- 
phasis on the special hosiery features. 
Among the finishes available is the new 
“Nu-Vel” which has a soft, natural appear- 
ance and is easily cleaned. The finish is 
integral, not sprayed on, and can be washed 
or, if badly soiled, quickly renovated with 
fine sandpaper. 


GE Tube Display 
Uses Transparency 

For a realistic simulation of its television 
picture tube, currently the subject of dealer 
promotion, General Electric Company uses 
a display showing the tube sharply outlined 
against a plain background. The face of 
the tube is a transparency, lighted from be- 
hind, on which appears a girl's face. The 
unit was done by Einson-Freeman, Long 
Island City, N. Y. 
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green luggage, each bearing a sculptured 
white paper wing. The luggage motif was 
continued by painting on the sky-blue seam- 
less paper backwall an innumerable quantity 
of suitcases, also in green with the white 
wings, each getting smaller until they dis- 
appeared toward the horizon. 

A gold and black color theme was em- 
ployed by Display Director Henry Callahan 
in the four Lord & Taylor windows when 
forecasting the early fall fashion lines. 
Curtains of gold beads were hung from 
black frames in semicircles to achieve three 
individual units, thereby emphasizing each 
costume. The floor of the window and the 
ledge were covered in gold fabric and the 
backwall and ceiling painted black. 

The window copy delineated the fashion 
news thus: “The first of fall is in every 
line. Observe now the marks of the new 
season. A sudden skirt fullness 
(buoyed crinolines or looking that way). 
A prettier, rounder decolletage . . . a neat- 
ness that follows from a near formality in 
textures. We heighten the beauty of the 
transition into black with accents of cham- 
pagne in forearm gloves just clearing the 
elbow the festive hat with the 
smallish bag”. 

The first back-to-school windows ap- 
peared at Arnold Constable with the fash- 
ions described as “College Get-Togethers 
... Black and Gold Corduroys . .. Mix’n 
Match Mates” for two adjoining displays. 

The college atmosphere depicted by Dis- 
play Director Charles Lenhart was worked 
in as a direct tie-up with that carried out 
in the interior College Shop. 

The well dressed girls in the accompany- 
ing illustration were shown as attending a 
class in chemistry, while those in the ad- 
joining set were busy with art work. 
Flasks, test tubes, a Bunsen burner and 
other such laboratory equipment were 
grouped in the foreground on and by a 
table painted in a shade of gold. The 
flasks and tubes were filled with water 
which had been colored with vegetable 
dyes. 

The frieze against the backwall combined 
gold against white and was spaced with 
paper sculpture figures in active poses. 
Interestingly, the bright colored costumes 
making these paper figures were actual 
copies of merchandise shown in the store’s 
College Shop. Artificial ivy further dec- 
orated the frieze and “College Shop” was 
spelled out in large rust-colored letters. 


Revolving Christmas Tree 
Offered By Econolite 


Designed for consumer sales as well as 
for use as a display piece is the “Merrie, 
Merrie Christmas Tree” lamp now being 
sold by Econolite of California. The unit 
is a colorful, tree-shaped lamp illuminated 
from within and powered to revolve slowly. 
The cord is merely plugged in to any 110- 
volt outlet. Colors are red, green, blue 
and white, and the lamp carries the label 
of the Underwriters’ Laboratories. Two 
sizes are available: 16% inches in height 
by 9 inches maximum diameter, and 29 
inches in height by 16 inches maximum 
diameter. 
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PEG-BOARD 


As Seen in 
Better Windows 


Among the many displaymen all 
over the country using Peg-Board, 
Carl Peterson, Display Director of 
Black’s, Waterloo, Iowa, chose 
Peg-Board for this simple, yet 
highly effective window display of 
summer dresses and shoes. Mr. 
Peterson trimmed a 24 in. by 96 
in. sheet of Peg-Board with two 
hinged screens and mounted three 
pairs of shoes on it with Peg-Board 
fixtures. 

Notice how the sheet of Peg- 
Board not only acts as a displayer 
for the shoes, but centered between 
the two sections of screen, it forms 
a pleasing background for the 
window. 

For effective display of almost 
any type of merchandise, Peg- 
Board is the ideal combination of 
pleasing decoration, practical utili- 
ty and genuine economy. Plan 
now to use Peg-Board in your fall 
and Christmas displays. 


Look for This Trademark. 
It Identifies Genuine Peg-Board 
Manufactured Exclusively by 
B. B. Butler Mfg. Co., Chicago, Ill. 














Peg-Board Sheets—Unframed and Unfinished 


%" Leatherwood *%” S-1-8 


Size #4” $-1-S8 9914” 
24”x36" $ 2.85 % 
24”x48" 3.80 
24”x72” 5.65 
7.55 
5.65 
6.70 
10.10 
13.45 


* Smooth one side. 


ue 


S-2-S 
2.85 
3.80 
5.65 
7.55 
5.65 
6.70 

10.10 

13.45 


** Smooth 


16.80 


S twe sides. 
¥%” Peg-Board has 3/16” holes on 1” straight centers. 


4” Peg-Board has 9/32” holes on 1” straight centers. 


$ 4.20 
5.70 
8.50 
11.35 

8.50 
10.10 
15.10 
20.15 





SPECIAL SIZES: 


size sheet. 
PAINTED SHEETS: Add 25 


in pearl gray lacquer. Q will be 


4 





i 

PACKING: Sheets are packed 5 per carton. 
less than 5 sheets. 

PRICES: 


on special colors. 


A packing charge of $1.50 will be added to 


All prices F.O.B. St. Louis, Los Angeles or Chicago Plant. 


Prices on special size sheets will be based on the price of the next larger standard 
Quotation will be submitted on quantity purchases. 
cents per square foot to above prices for sheets finished on one side 

; a 


orders 


For Complete Information, Write for Picture-Packed Circular No. 13-D 


GARRISON- WAGNER CO. 


2018 WASHINGTON AVENUE 


ST. LOUIS 3, MO. 











For Fall and Xmas Display 


FLOCKED FERN TREES 
25" to 54" High 
WHITE AND ALL COLORS 


Also Flocked Needle Pine Sprays, with Cones. 
Ferns, Cattails, Johnson Grass, Palmetto 
Bloom, Asparagus Ferns. 


If your dealer cannot supply you, order 
direct. Immediate delivery. 


JACK DE WEESE 


203-205 S. Miami Ave., Miami, Fla. 











: 
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‘Get Ready for 


Santa Claus 


WITH 


General Display Corp. 


Our salesmen are now on their way to 
show you our completely new Christmas 
line, more beautiful than ever. 


Let us help you with your Christmas dis- 
play problems, and be sure you are ready 
for Santa Claus when he comes to town! 


Flowers-Foliage 





DISPLAY 


CORPORATION 
1460 WEST FOURTH ST. 


incinnati 2, Ohio 
OME OFFICE - FACTORY 


(Sispcay 














SECRETS 


AN 


TRADE 
SECRETS 
FOR 
DISPLAYMEN 


Here's the SECRET of an efficient, 
economical “Dealer's Help” that 
will really help move merchandisel! 


Brewers, Bakers and Ice Cream Makers 
find LITHOPHANE a budget stretcher 
ae: by using LITHOPHANE as an 
extender of Decal, Indicia and Privilege 
Panels on their retailers’ windows. Low 
in cost, double face and lasting, LITHO- 
PHANE is proving a valuable adjunct 
to the display department of a grow- 
ing number of marketers. Why not 
check your possibilities in LITHO- 
PHANE, especially with the VENETIAN 
and STREAMLINER series. 


For sale at your dealers and at: 


GARRISON-WAGNER Co., 2018 Wash- 
ington Bivd., St. Louis 3, Mo. 


CAPPY & Co., 323 Blvd. of the Allies, 
Pittsburgh 22, Pa. 


ADLER-JONES Co., 52! S. Wabash Ave., 
Chicago 5, Ill. 


Or write direct, for samples, etc. 


ISINGLASS VALANCE C 


5206 Tilden Ave * Bklyn 3 >N 
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| Printasign Points Out Need 
| For Greater Sales Production 

A broadside issued by Reynolds Printa- 
sign Company, 608 South Dearborn street, 
Chicago 5, points out that department store 
percentages of net profits on net sales from 
1946 through 1949 have shown a progressive 
decline. “Even with the post-Korea bulge 
the percentage of net profits on net sales 
for 1950 did not recover 1946 margins and 
the first quarter of 1951 shows a decline of 
18 per cent.” Comparison is then made 
with gains made by three industrial giants. 
The circular continues : 

“Manufacturing productivity is measured 
by total output in relation to total employ- 
ment. During the period of 1946 to 1950, 
this ratio increased by 18 per cent. Pro- 
ductivity in retail trade is measured by 
transactions per sales person. During the 
period, retail producitivity declined 
by 10 per cent. The evident result is that, 
whereas the manufacturer received 18 per 
cent more output per employee, the retail 
sales clerk produced 10 per cent fewer trans- 
actions. 

“This 30 per cent decline in comparative 
efficiency explains why the ratio of net profit 
in manufacturing industries from 1946 to 
1950- increased in contrast to retail trade. 

“Now, what can retail management do? 

“First and foremost, sales productivity in 
retail stores per sales clerk can be increased. 
| A classic National Retail Dry Goods Asso- 
ciation-New York university School of Re- 
tailing research long ago found the remedy. 

“Moreover, it is clear that this additional 
business is available from the existing traf- 
fic of customers already in the store. A 
survey made by the Research Bureau for 
Retail Training, of the University of Pitts- 
burgh, as to lost sales opportunities in cer- 
tain typical department concluded 





Same 








stores 


AUGUST, 1951 


that gor every $100 in closed transactions, 
department stores lost an additional $87 in 
sales to customers who shopped for this 
merchandise in the stores but finally bought 
elsewhere. The re-capture of only a small 
percentage of these lost sales opportunities 
can prove decisive. Secondly, production in 
non-selling departments can be increased 
per man hour. 

“The secret of increased manufacturing 
productivity has been primarily in the me- 
chanization of processes theretofore per- 
formed by hand or by less efficient methods. 
The wisdom of the expenditures thus made 
by far-sighted industrial management is 
proven by widened profit margins. The 
same opportunities exist in retail trade.” 

Copies of the circular are available on re- 
quest to the manufacturer. 


Visual Merchandising Class 
Hears Spellman 

More department stores promote adver- 
tised brands than ever before, declared 
Orrin Spellman, advertising and promotion 
manager of Holiday magazine, in a lecture 
to the Visual Merchandising class of Bryant 
College of Business, Providence, on June 
27. Spellman is a visiting lecturer on 
marketing and speaks each semester to 
the Bryant college students. 

“There was a time,” he said, “when some 
outstanding stores would not only refuse to 
promote national brands but if a coat had 
a fabric label on the sleeve, the display di- 
rector as a matter of store policy would hide 
this label with a placard or a pair of gloves 
when he put it into his displays.” 

Spellman listed the following reasons for 
increased tie-ups with national advertising 
in department stores: (1) better turnover; 
(2) increase in self-service, and (3) the 
overall impact of national advertising itself. 








aa . 


—Ten men from Baltimore and one from Cincinnati get together at the Boulevard Room of 

the Stevens during Display Market Week in Chicago. 

Hamburger & Co.; John Bonnett, Hecht Brothers; Frank Malehorn, Baltimore Display, Inc.; Joe 

Snyder, Baltimore Display, Inc.; Thomas Schenkel, Hutzler Brothers; Randolph Irwin, Sears, 

Roebuck & Co.; Joseph Rocker, Read Drug & Chemical Company; R. C. Kash, editor, DISPLAY 

WORLD; Lee Knable, Baltimore Display, Inc.; Joe Canale, Brager's, and Louis Lorosso, sales 
promotion manager of Brager's— 


Left to right, Herbert Weyrich, Isaac 
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WRITE 
TODAY 
AUGUST, 1926 on your letterhead B uU | Lton 


oe Bailey, for several years display for your adds over 
ger for Frankel’s, Des Moines, joined FREE 

the Joseph Hilton Company, Chicago, in a 
similar position. Catalog 25 

Plans for the Pacific Coast Association of 
Display Men’s convention were taking shape 
under the direction of these officers: Presi- 
dent, James A. Wilson, Cheasty’s, Seattle; / rh 
first vice-president, A. O. Hewitt, Ben Sell- : In DISPLAY and GIFT WRAP nquiries 
ing Company, Portland; second vice-presi- : ° 
dent, Bert A. Smyser, Stone-Fisher Com- : PAPERS Invited 
pany, Tacoma; third vice-president, J. for FALL and CHRISTMAS 
Walter Johnson, Powers Furniture Com- 
pany, Portland, and secretary, H. W. Stohl- (ae) INC. 
ton, Seattle. William Scharninghausen, The fe), | & i 
Bon Marche, Seattle. was convention di- > | DUN RK yj, N. 
rector and Karl Amdahl, The Palace, Spo- BULKL : PANU: NEW 
kane, was chairman of the executive com- DISON En 
mittee. 295 MA 

The Sharon (Pa.) Association of Display i>. | 
Men held a summer festival in a local hall. : —— -+--— Ee 
I. E. Ogg was general chairman of the 
committees in charge of arrangements for 
the event. 

At a meeting of the board of directors MODULE MASTERS 
of the Window Display Installation Bureau, 
Inc., the following officers were chosen: OF 
President, R. V. Wayne, Detroit Window 


Display Service, Detroit; vice-president, Ps H 
Samuel J. Hanick, H. Space ee oe Time Ks rete Design 


Reuben Donnelly 


yk 











Corporation, Philadelphia; secretary, Walter 
G. Vosler, Window Display Service of D E C A an p Oo L E 
Southern Ohio, Cincinnati; treasurer, 
George Altman, F. Altman & Son, Colum- 
= | DECA-MODUAIRS 
AUGUST, 1941 - 

The National Association of Display | 
Distributors was granted a charter from the S$ E L F p A C E xX _ | B 1 T S$ 
District of Columbia. I. T. Vierheller, = 


Garrison-Wagner Company, St. Louis, was 
president of the group. Plans and designs for merchandise promotions, sales meetings, 





Carl V. Haecker, national display director Bae s 5 : 
for Montgomery, Ward & Co., was featured exhibits, point-of-sale pieces, processed, lithographed, custom- 
speaker at a meeting of the Milwaukee 
Display Club. 


Claude Adams, display director for Created and distributed by 
Street’s, Oklahoma City, and Edna Ander- 


son, display and advertising director for 
Field’s, Tulsa, were married. ADVERTISERS DISPLAYS & EXHIBITS 

Stanley Fort was named window display 
manager for McCreery’s, New York City. 2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 
He was formerly display manager for J. J. 
Slater. 

Joseph Apolinsky, Loveman, Joseph & 
Loeb, Birmingham, won a 12-day expense REDIKUT LETTERS EXQUISITE SMALL FLOWERS 
paid cruise to Bermuda for his entry in a For Show Case and Interior Trims 
display contest for National Luggage and Die Cut Cardboard Letters ena =, yy ta, alle J 
Leather Goods Week. Popular sizes, styles and colors. Write for Tremendous Varieties in Stock 


William S. Klein, display manager of your samples and prices. Ask your Dealer. 
Morehouse-Martens Company, Columbus, THE REDIKUT LETTER CO. ee 


resigned. 6519 West Blvd. Inglewood, Calif. 56 W. 36th ST. NEW YORE 18, N. Y. 

Virgil Ochiltree, formerly with the dis- 
play department of Shillito’s, Cincinnati, 
became display manager of Dunlap’s, of the 


nse eaN MANNEQUIN WIGS! REPAIRS! 

same city. ! ' 
First prize in a hosiery display contest WIN DOW DISPLAY Horse-hair and no 

sponsored by Roman Stripe Mills was vee Memast ps ; 

awarded to Thomas Clark, J. A. Kirven MATERIAL Tey us 

Company, Columbus, Ga. Second place BECKER SIGN SUPPLY CO. ESTELLE BOBICK 


went to H. W. Bluttman, Burger-Phillips 319-321 N. Paca St. Baltimore 1, Ma. sealant, JO BIC 
Company, Birmingham. 


built units. 
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Druggists Help "Design" 


RICH, FLASHING, Made of 1% inch diameter | | Floor Merchandiser 
FULL ROUND, REVOLVING Plexiglas vad. The technique of developing point-of-sale 


é material with the assistance of the dealers 
12 x 40 inches for whom it is intended has been utilized 


GIANT PLEXIGLAS $165°—Doz, $188" by E. R. Squibb & Sons in the open display 


fixture the firm is now presenting to its 


CHRISTMA retail outlets. 
$ Sold knocked down only. For six months prior to the development 
Simple assembly instructions of designs on this unit, retail druggists were 
ORNAMENTS th h shi ; interviewed by both Squibb and Kay, Inc., 
with each shipment. of New York City, which designed, and 
later produced, this floor merchandiser. 
The smartest yuletide decorations ever. To be suspended by fine wire Druggists were questioned in areas 
from tiny motors attached to wall or post brackets or the ceiling. throughout the country representing varied 
Slowly turning, glinting, twinkling they will make your store outstanding, markets and encompassing all types cf 
beautiful and keep it filled with customers. Ready for use or you can stores “They ‘were ested about their pref- 
personalize them. Suggestions and instructions with each shipment. erence in materials styling and featares % 
The white clusters at top and bottom and in the centers are crushed be incorporated in the display Notes Gem 
cellophane, merely suggested spots for your own embellishment. The taken on space availability ASP grat Da 
Plexiglas runs in a continuous line and is beautiful without other ‘nde : : : 4 


adornment. See P , P 

All of this pertinent information was sum- 
Sturdy Upside-down Turntables by GALE DOROTHEA MECHANISMS marized and studied before designing was 
to revolve one or more ornaments, each, $9.75. undertaken. 

A full scale model of the design selected 
was then produced and this unit was ex- 
BRILLIANT REVOLVING PLEXIGLAS STARS hibited to over 1,000 druggists from differ- 

The smartest Christmas Star ever made ent sections of the country for construc- 

tive criticism. From their suggestions sev- 
Full Round. 26 Dazzling Points eral refinements of the model were made. 

One solid mass of glitter. Play lights on them for spectacular effects. The finished unit is constructed of high 

30x22 inches. Shipped ready for use. Each $11.20. Dozen $126.40. quality materials and is modern in design. 

Built like a streamlined piece of fine furni- 


R J PATT E R Ss Oo N ture, it will fit into any interior and last a 
° ° lifetime. 


608 13TH STREET ALEXANDRIA, LOUISIANA Designed as an island display, the unit 


can be stationed in almost any part of the 
store. It occupies a floor space of only 4 
feet wide by 2 feet 4 inches deep. It stands 


* * * * * * *« * * * * * * * * * * * + + 5 feet 24% inches high, yet provides a maxi- 
mum amount of open display space. 
e e e 
an imaginative NEW LINE of 


The headpiece of the unit is of plastic 
and bears the copy “Vitamin Products” on 
at LOW, LOW prices 


one side and “Household Drugs” on the 
Ours is an exciting and imaginative new 


other in white letters on a rich brown 
background. The plastic is inserted in a 
line of papier mache forms that comes 
in FOUR different finishes . . . and all 


piece of solid maple wood which bears the 
this at the lowest prices in our history! 


Squibb seal in a bright gold finish. On it 
appear the words “Authorized Distributor” 

Attention Jobbers! 
Write for prices and catalog photos of 


and “Squibb Quality Products” in brown 
our complete line. 


lettering. 
CHOICE TERRITORIES still available if 


here are four graduated shelves to the 
unit (the widest shelf at the bottom) making 
you inquire now about our profit-making 
jobber's set-up. 


products easily accessible to the customer. 
GLAMOUR FORMS CO. 


The top shelf has a lay-up bar for display- 
ing merchandise at eye-level. Shelves are 
M ‘ 
ev Harold Martins Returns 
332 BROOME ST., NEW YORK 2, N. Y. From Europe 


made of flattened expanded metal finished 
xk**kekxw x xkKweweKeKe Ke Ke kKkeke«x |. Harold Martins, formerly display director 


Et ee 














+ % + + + HH HF HF FH OF 
+ + & et HH FF HE H HF 


in two coats of baked gray enamel. This 
open metal design prevents dust from 
gathering in the crevices or on the shelves 

for Lentheric and now executive general 

DISPLAY YOUR PRODUCT IN BRILLIANT manager for Ricci Laboratories, has re- 
' turned to the United States after several 


proper. In order to insure smooth surfaces 
the shelves are welded, with no protruding 
SPARKLING MEW! NEVER BEFORE such full color transpar. acai : ; i 
epcies and prints in quantity’ Rich shadows FLA SHERS weeks spent in Italy and France. At present 
COLOR leading advertisers F . 6 in Cleveland, he will leave soon for the 
orce attention and increase 





elements to scratch or damage merchandise. 
OMECT- our 


sur prices peners! Sa ; ; : é 
Ee Write for advertising value to any display. West coast to begin working, in collabora- 
With mate: aacpghe tion with Frances Marion, on research for 


AD-COLOR 1 COLON CORP GOO SA Patna Pasadena REZYLERS ZIMNOEEX the United Artists motion picture to be 


PROGUCEES OF OFFICIAL BOE ARATE CoLan PETS 
TRANSPARENCIES AND COLOR PRINTS 55 RIVER ROAD RIVER GROVE, ILL. made in Grasse, France, and based on the 
perfume industry. 
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[Continued from page 27] 


lightly brushed with the color that domi- 
nated the decor assigned to each window, 
the dominant color being repeated by trans- 
parent leaves and outstretched mannequin 
arms to hold the flimsics. This color was 
carried to the floor and also appeared as 
the background for the feature card relating 
the story that “in the leisurely land of 
nylon . . . you'll have time to go bird 
hunting”, “to lunch under a tree”, “to write 
a sonnet”, or as shown “to create a nos- 
talgic composition”. In this scene the colors 
were deep yellow and white and the man- 
nequin who had time to create a nostalgic 
composition was attired in denim play 
clothes. 

Clement Bradley contends that one does 
not need expensive merchandise or elab- 
orate props to create an attractive display. 
In the stretch he used for a promotion of 
negligees from $8.95 to $12.95 at Carson 
Pirie Scott & Co., old pieces of furniture 
were flat-painted in modern bold colors and 
glamorized with roses, strawberries, etc., 
that picked up their colors from the negli- 
gees. In each scene an apothecary jar was 
filled with candy to repeat the merchandise’s 
colors, while harmonizing lighting blended 
the scenes into individual pictures that let 
the merchandise steal the show. 


Glassware Display Fixture 
Aids Department Sales 

“Proof of the pudding is in the eating” is 
an old adage, yet its fundamental truths are 
constant and applicable today. Libbey Glass 
is especially aware of its meaning since the 
recent success the firm has experienced with 
its permanent “Hostess Set” display fixtures 
for department stores. 

Last January at the China and Glass Show 
in Pittsburgh, Libbey unveiled to the trade a 
new self-selling display fixture designed and 
produced by W. L. Stensgaard & Associates, 
Chicago. Libbey believed the new fixtures 
would build department store sales at the re- 
tail level as well as do a more complete and 
attractive merchandising job for the glassware 
departments. 

To date some 60 leading department stores 
have installed the new “Hostess Set” fixtures 
and Libbey anticipates the placement of an 
additional 25 units within the next few months 

The fixture at first glance establishes in 
customers’ minds the identity of the Libbey 
“Hostess Sets,” with provision to exhibit at 
eye-level reprints of the current national 
advertising. It provides adequate space to 
display open sets of glasses as well as the 
tops of the gift boxes. It enables the depart- 
ment to show additional boxes or loose pieces 
of glassware in the display’s foreground. And 
it is a self-selling unit which offers the cus- 
tomer one location from which to choose her 
glassware purchase. 

Typical of the success experienced by stores 
employing the Libbey “Hostess Set” fixture 
is that of one leading midwestern department 
store which increased its March, April and 
May sales this year over 600 per cent. The 
store’s management is convinced such a sales 
record is no fluke, but rather the direct result 
of improved and more comprehensive mer- 
chandise display achieved through the use of 
the fixture. 
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CRESCENT 














FOR THE BEST IN 


ART POSTER BOARD 
DISPLAY BLANKS 
V-NEER FINISH BOARD 


BUY CRESCENT! 





CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. CHICAGO 6G se Se ee 





NEW 
KORRECT-WAY 


Prof Medel 


MANIKINS 


The finest examples of modern 
youth are portrayed in these 
new Prep Model manikins. 
Correctly proportioned to 
wear sizes 34 to 36 suits. 
Features are sculptured to 
interpret ages 16 to 18 years. 
Write or call today for 
illustrated information 


on the complete line 














ART.R. COHEN CO. 


810 PENN AVENUE PITTSBURGH, PENNA 


MR. ART R. COHEN, exclusive Korrect-Way distributor 

















FOR THE FIRST TIME 


THE 
PENETRON 
CONTACT SPEAKER 


that attaches to the inside of show win- 
dows and transmits sound into the street 
—or placed on a table, counter, refrig- 
erator or other appliance will make it 
reproduce sound... . 


IS NOW OFFERED 


FOR SALE 


(until now it has only been rented) 


IT 1S NOW BEING USED VERY SUC- 
CESSFULLY IN NEW YORK CITY AT 
THIS TIME. 


ORDERS PLACED NOW WILL RECEIVE 
SPECIAL CONSIDERATION. 


DETAILS ON REQUEST. 


SPOT SALES, INC. 


P. O. Box 57, Bronxville, N. Y. 
Telephone Plaza 5-6772 New York City 




















Elastic Petal Top Wigs 


(Trade Mark) 


Designed with rubber or buckram foundation 
and adjustable steel band to insure permanent 
fit. Guaranteed workmanship, backed by years 
of experience. Efficient service. Sold only 
through jobbers. 

Jobbers: Several good territories 

still open. Write for details. 


NU-SHOW DISPLAYS, INC. 
97 Sixth Ave., BArclay 7-8974, New York City 





| the 








WOOD LETTERS 


FOR ALL PURPOSES 


MAKE YOUR OWN 
DIRECTORY AND 
POSTER PANELS 


With our Large Variety of Sizes 
And Letter Styles 


DisPLAY CRAFT 


963 Lake Drive, $.E. 
GRAND RAPIDS 6, MICH. 
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—At the left is Sidney Newhoff, of the Los Angeles firm of that name, placing an order with 


Frank Ball, Bulkley, Dunton & Co., 


New York City, during the recent cade Market Week. 
. Right, Mrs. Louis Chernoff, Shur-Nuff Display, Mi 





ts the Bulkley line of 


display and gift wrap popers— 





Pittsburgh Airport 
Becomes Exposition 

Pittsburgh industrialists met in that city 
recently to attend a special preview for 
businessmen of the display facilities at the 
Greater Pittsburgh airport, which will become 
a permanent industrial show known as the 
New World Exposition. 

The exposition consists of 118 special dis- 
play windows which are currently being rented 
to companies throughout the Western hemi- 
sphere for the placement of permanent insti- 
tutional displays depicting the progress of 
industry. The Terminal Advertising Division 
of Artwood Exhibits, Inc., Pittsburgh holds 
the rental concession from the Allegheny 
County Authority. Bond & Starr, Inc., 
Pittsburgh advertising agency is handling 
promotion. 

Animation Is Featured 
In New Admiral Unit 

The animated figure of a man, done rather 
in caricature style and slightly under nor- 
mal height, is an addition to the line of 
display pieces used by 
for the 


Operated by a small AC 
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Admiral Corporation 

firm’s promotion of television sets. | 
plug-in motor, | 
man is hinged at the waist so that he 


swings forward and back while peering at | 


the merchandise. The eight-color 


litho- | 


graphed cardboard display is in three pieces | 


and can be assembled in a few minutes. It 
was created by Ejinson-Freeman, 
Island City, N. Y. 


Hill And Hill ‘Duapley 
Appeals To Men 

Latest point-of-sale display 
Distillers Products Corporation’s “Hill and 
Hill” whiskey is one designed to appeal to 
sportsmen. 
scene shows two canoeists running a rapids. 
A plug-in motion device causes the canoe 
to pitch realistically. 


Long | 


for National 


In three planes, the background | 





STUDY 


TF = 
AT HOME 


Home Study course 
- to do every "ene of panr em 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 
Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41,Ill. 


/) 


ADD “EYE-APPEAL” with JEWEL 
ELECTRIC FOUNTAINS 


Color - Change 
Sparkling, bubbling streams of water il- 
luminated frem below with light beams of 
onstantly changing colors —can be used 
o liven up store and window displays. 
No water connections needed. Send 25¢ for 
64-page catalog. Also ask about Jewel 


Electric pum nd turn-tables. Est. 1880. 
SEWEL ELecTRIC & MFG. CO. 
Ne. 506 Fountain 214.0 West Kinzie St., Chicago 10, Ill. 














PICTURES 


FOR ALL DECORATIVE PURPOSES 


Suitable for framing, labels, plaques, 
tip ons for display and advertising. 
Sizes Up to 22" x 28" 
JOSEPH HOOVER & SONS CO. 


1270 Broadway New York City ! 








USE THE 


Opportunity Exchange 
For any WANT 7 gd 
POSITION WANTED post N VACANT 
REPRESENTATIVES WANTED 
USED DISPLAY EQUIPMENT FOR SALE 
$3.00 Per Column Inch — CASH WITH ORDER 
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Point-Of-Sale Has Role 
In Sylvania Promotion 

The Radio Tube Division of Syivania 
Electric Products Inc. has announced continu- 
ation of its million dollar promotion for radio 
and television service dealers from Septem- 
ber through December, according to T. P. 
Cunningham, director of advertising. 

National advertising in Life, Saturday Even- 
ing Post, Collier’s and Look will feature 
Paulette Goddard and Patrice Munsel and 
there will be a TV-radio service dealer tie-in 
on 34 CBS-TV stations via Sylvania’s “Beat 
the Clock” TV show. 

Point-of-sale promotional material will in- 
clude six-color 36-inch window displays; six- 
color 18-inch counter cards; two-color 26-inch 
window streamers, and TV-radio servicemen's 
fluorescent “dayglo” emblems for use on 
doors, windows or trucks; the emblems are 
supplied in 8 and 12-inch diameters. 

Cunningham said that Sylvania is the only 
radio parts manufacturer that is so fully 
backing the TV and radio serviceman with 
a direct mail campaign, TV program and low- 
cost point-of-sale promotion material. 


Annual Golf Tourney 
Helps Employee Relations 

A record crowd of office employes, foremen 
and guests turned out for the recent annua! 
stag golf tournament and outing of the L. A. 
Darling Company, Bronson, Mich. 

This affair was started several years ago 
primarily as a golf tournament, but its po- 
tential as a means of bettering employee rela- 
tions was soon realized. Now activities are 
planned to interest the non-golfers as well. 
Plenty of prizes are available so that every- 
body receives at least one, whether or not 
they compete in the sporting events. Prizes 
are largely donated by Darling Company sup- 
pliers, otherwise the affair is financed by the 
employes. 

A day of golfing, horseshoes, shuffle-board 
or just plain relaxing was followed by an 
excellent smorgasbord dinner and the award- 
ing of prizes. The evening was left open 
for dancing (the wives were invited to this), 
cards, or community singing. 


Rug Display Package 
Popular With Dealers 

An eye-appealing and practical display 
package has been prepared for dealers by 
C. H. Masland & Sons, manufacturer of 
floor coverings. The package consists of six 
36 by 46-inch limed oak frames containing a 
Masland rug sample. A companion frame 
measuring 21 by 17 inches and painting is 
affixed to each large frame carrying out the 
“Masland Masterpiece” idea which themes 
the display. Gilt identification tags are tacked 
on the frames and each carries a brass il- 
lumination light. The large frames are on 
6-foot removable easels. 

The sets are free to dealers for a two- 
week period. They are delivered on a Mon- 
day morning and picked up the Friday of the 
second week. The attractive and easily sect 
up display is proving extremely popular with 
dealers throughout the country. Masland 
promotion men who schedule the itinerants 
report that demands for the sets have been 
so great that additional sets are being made 
up for the road. 
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TRANSPARENT OAK 


Processed for the display 
dealers. 


Get our samples and prices. 
Colors: Two Tone White and 


Pastel Colors. 


FLORIDA LEAF 
& FERN CO. 


W. C. & T. S. Rumbley 
SANFORD, FLORIDA 








‘MADISO 


>. 


NAY 


MANIKIN REFINISHING 


NEW YORK — 164 WEST 25TH STREET 
CHICAGO — I! S. DESPLAINES STREET 
DALLAS — 1209 S. INDUSTRIAL BOULEVARD 








28 COLORS-RAYON HORSEHAIR YARN 


FOR MANNEQUIN & WIG TRADE 


1} EIGHTH AVENUE 


COMPANY 


Suppliers of Royon Yarn and Rayon Horsehair 


© NEW YORK 11 

















FOR OUTSTANDING 
BACKDROPS 











Lloyd's Genuine 
GRASS CLOTH 








Add extra eye-appeal to your 
display promotions with 
Lloyd’s Grass Cloth—a favor- 
ite backdrop material with 
display men everywhere, be- 
cause it adds that “sales 
touch.” 


WRITE TODAY FOR FREE 
SAMPLE AND PRICE! 


WHS. Lloyd €O., INC. 


16 E. 52ND ST., NEW YORK 22 
NEWARK e BOSTON e CHICAGO 
E. C. BONDY, BEVERLY HILLS, CAL. 

















AUTUMN OAK 


RED, GREEN, BROWN—PROMPT 
SHIPMENT 


Tinsels — Diamond Dust — Snow 
Mica — Sand — Christmas Papier 
Mache—Wood Flakes—Chips—Kubes 
Leading stores from coast to coast buy 
the KEW BEE KUT line. Manufac- 
turers, creators. Always something new. 
Ask your jobber for our KEW BEE 
KUT line or write direct if necessary. 








National Sawdust Ce., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new FREE catalog 
Name 
Address 


City & State 
D.W. 


' carried off 

















DISPLAY 


Complete professional training in all phases of 


window and interior display. Emphasis on indi- 
vidual practice in all types of dept., specialty 
stores, etc., as well as all promotional activities 
of advertising, selling, and publicity. Learn by 
doing. Free placement bureau. Write for your 
copy of our free catalogue. Act now. 


RITTNERS SCHOOL OF DISPLAY 


428 Newbury St., Dept. A, Boston 15, Mass. 
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Golf Tourney, Crab Feast 
Held By Baltimore Guild 


Members of the Baltimore Display Guild 
recently held a golf tournament and crab 
feast which was such a great success that it 
has been decided to make the event an 
annual affair. 

The handicap 


tournament was held at 


| Clifton park and the first prize trophy was 
| won by 


Levinson & Klein, 
who had a net score of 67. Frank Male- 
horn, Baltimore Display Industries, Inc., 
second prize with a 69, and 
John Snyder, Sears & Roebuck won third 
place with a 70. <A four-way tie resulted 
for fourth place; all the following had 71's: 
Randy Irwin, Sears, Roebuck & Co.; Lee 
Miller and Jimmy Campbell, Becker’s, and 
Joe Zajkowski, Epstein’s. Dave Watkins, 
also of Epstein’s, placed next with a 74. 
Trophies were donated by Baltimore Dis- 
play Industries, and presented by Lee Knable, 
president of the firm. The presentation was 
made at the Guild’s first crab feast, held at 
Gunther's Tap Room and attended by mem- 
bers of the club and their wives and guests. 


Edgar Smith, 
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Steamed crabs, crab-cakes and beer were 
enjoyed by all, as well as the dance music 
furnished by a string trio. 

Lee Miller was chairman of the golf 
tournament and William Isaacs made the 
arrangements for the crab supper. John 
Bonnett, Hecht Brothers, is president of 
the Guild. 

In the photograph above, in the usual 
order, are: Randy Irwin, John Snyder, 
Frank Malehorn, Lee Knable, Edgar Smith, 
Lee Miller, Jimmy Campbell, and Dave 
Watkins. Below are members of the Guild 
at the crab feast. 


Shaffer Leaves Kerr's, 
Oklahoma City 

The resignation of Sam Shaffer as display 
manager for Kerr's, Inc., Oklahoma City, has 
been made known. He had been with the 
store for about four years, prior to which 
he was in a similar position with Titche- 
Goettinger Company, Dallas. His future 
plans have not been announced, nor has his 
successor at Kerr’s been named at this time. 
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It was a great pleasure for me to re- 
ceive your letter of January 15, which let me 
know that I won a medal for my display 
entered in your International Display Con- 
test. 

I want to thank you so much because 
this medal represents a great deal to me. 
I intend in the future to send you more 
of my displays for the second contest.— 
George Richtrmoc, Sears, Roebuck & Co., 
Rio de Janeiro, Brazil. 


We are very pleased to be honored with 
a gold medal award. It is now on the de- 
partment bulletin board with your letter 
for all to see. 

Again let me say how much we appreciate 
this distinction. Aside from the fact that 
it is always interesting to see what is done 


by others, we feel the contest is a stimulus ' 


and should go far in improving the qualities 
of displays and the displayman’s reputation. 
—E. L. Vollmer, Joseph Horne Company, 
Pittsburgh. 

I have been trying to locate a copy of the 
old time dime novel titled “Automobile 
Lillian, the Daring Girl Bandit of Arizona,” 
which was published by the Royal Publish- 
ing Company, South Norwalk, Conn., about 
1908. So far I have exhausted all the usual 
book sources with no success. 

However, it occurred to me that perhaps 
some of your very special reader-contacts 
might very easily offer me a clue that could 
lead to this most elusive of all source books 
on our American cowgirl and her unique 
apparel. I would appreciate hearing from 
anyone who can furnish a clue to a copy 
of the book—Chet L. Swital, 415 North 
Beverly Drive, Beverly Hills, Calif. 

I am a fully qualified display manager, 
displayman and card writer, and would 
very much like to come to America to 
work in the above capacity. I have had 14% 
years experience and am 30 years old, am 
married, and would also pay all of our 
expenses to America if I could secure a 
position there. We have passports, etc., 
ready, only we must wait for our 
entry numbers, but if work can be guaran- 
teed by any firm in the USA then I can 
obtain permission almost immediately.— 
South African reader. 

(DISPLAY WORLD will be glad to for- 
ward any communications from interested 
firms.—Ed.) 


I have mailed my check for another year's 
subscription to DISPLAY WORLD which, 
needless to say, in my estimation is grow- 
ing better and better as time marches on. 
Surely everyone in display owes you a debt 
of gratitude for all you are offering —Anne 
Caziarc, stylist, Dohrmann’s, San Francisco. 


Congratulations on your International Dis- 
play Contest. Undoubtedly this has given 
hard-working displaymen new zest to in- 


DISPLAY WORLD 


stall even better windows, consequently 
increasing the standard of display in practi- 
cally every country in the world. Truly a 
noble effort on your part! I can personally 
vouch for the fact that your contest is the 
chief topic of conversation wherever dis- 
playmen in this country meet. 

In submitting my entry, I do so humbly, 
yet with, I think, a justifiable feeling of 
pride that in a manner of speaking my work 
represents New Zealand—A. F. Bailey, 
John Court, Ltd., Auckland, N. Z. 


It is with great pleasure we receive your 
magazine and the knowledge it gives is of 
inestimable value. We in Canada know that 
the brain of a good man, as far as display 
is concerned, should be given the freedom 
of that gift that is only given, not made; by 
that I mean that with proper cooperation 
of the people who hold the purse strings 
display can become similar to the theatre. 

One never allows a greenhorn to handle 
a great production, but stores seem to think 
that any person who states that they know 
about display can be engaged to compete 
with artists in this field. They learn after 
a while that that dollar they tried to save 
has cost them plenty in sales. 

Please don’t get me wrong. I believe 
that every ambitious displayman or woman 
should be given every opportunity to show 
that they possess the God-given gift that 
comes to so few of us in the display field. 

That is why I wish to compliment your 
magazine on the fact that you endeavor 
to show budding aspirants what the leading 
display people know are the basic ideas 
behind really good displays, combined with 
that artistic touch that I have already 
stated is God-given. 

We in Canada know that Canada has a 
wealth of this sort of material, and we are 
proud that so many of your displaymen are 
Canadians; it is tribute to your country 
that its retailers give opportunity to this 
ability. Many of us in Canada look with 
envy to the broad-mindedness of your busi- 
nessmen that can recognize this gift in 
people, and I personally believe that your 
magazine is making them cognizant of this. 

I would like you to print this, because 
I really believe in what I have attempted 
to put down on paper—S. G. Hopkins, 
Display Wigs Company, Toronto. 


It is with eagerness that your publication 
is awaited by ourselves, although may I 
offer the suggestion that you departmental- 
ize a little more—showing, say, a radio 
section, a hardware section, and so on 
from month to month. Almost all display 
magazines have a tendency to stress fashion 
ware more than other articles, which are 
not so easily displayed. Having been in 
display in almost every field for 22 years 
I feel this is not just an idle thought.— 
K. J. Richards, Salisbury, South Rhodesia, 
South Africa. 


From Down Under we have pleasure in 
sending you these photographs, feeling that 
you will be interested in our promotion. 
We find DISPLAY WORLD of immense 
help to us; it keeps us up to date in ideas, 
which are paramount in display.—Thomas 
Noonan, Noonan’s Fabric Centre, Hastings, 
New Zealand. 


By popular demand 


A life size show poodle, cleverly 
reproduced with all the charm, 
grace and showmanship you 
require. She is easily maneuvered 
to stand, sit, beg, lay down, etc. 
Her coiffure is black, studded with 
tiny pink bows. In one word, she 


is “sensational”. 
$37-50 


Send for our 
Christmas catalogue 
Two weeks delivery 


126 East 28th Street - ” New York 16, N.Y. 
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Demand the Oldest Name 


in omy Turntables! 


Doto-Sho 


ee oe 





ickground display 
Build-up fixtures too. 


MODEL 


Two-way electric outle permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL “A” 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 
See yee = jobber, or write us for complete 
alog of ROTO-PRODUCTS! 


GENERAL DIE & a COMPANY 
integrity Since 
Dept. O, 262 Mott Street, New ww Ye 12, N.Y. 
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Opportunity Exchange 


RESIDENT SALESMAN ! 
WITH A CAR FOR STATE DISPLAY SALESMEN! 
OF NORTH CAROLINA 
Knowledge of window displays and Here Is a Rare Opportunity 


store fixture layouts to step into 








an established territory with a 
well-known firm. Guaranteed top 
earnings for right go-getter who 
can sell display supplies and 
st IN NEXT 4 MONTHS 


Address BOX 804 
Case of GSS REP Selling New, Exclusive and Patented 


ae CHRISTMAS ITEMS 


BASE METAL ALUMINUM FOIL 

SILVER: cali .0004, .0017, .0025 . ° 

COLORS: caliper. .0025 Response to these items has been so terrific that we want to cover 
J. G. FRASER LTD. the country intensively and in a hurry. 
621 W. Pender Street “s . ’ . . 
Vancouver BC, Canada Therefore, we want “cracker-jack’’ men with real experience, who 


are well acquainted in this field. 














FOR SALE We want complete coverage of all businesses in a large city. We 
expect men in smaller cities to cover three or four cities in their 
NINE 27” GNOMES immediate vicinity. If you are tired of traveling, here is the chance 
in 6 assorted costume designs and you've been looking for vee EARN BIG MONEY without leaving 
with 5 arm positions. Very colorful town. Give complete information (age, experience) and list 
tion. Will sell for half price: $7.50 names of display men with whom you are well acquainted as ref- 


each, or $59.50 for complete set 


Photos sent upon request. erence. 


meme FASHION Address BOX 809 
Nashville <4 a Care of DISPLAY WORLD 














FOR SALE FOR SALE 
XMAS NATIVITY SET 


In A-1 shape packed in original cases as shipped by Sil- Complete mannequin shop with facilities 
vestri. Set includes manger, Christ Child, a large oil 
painting and 24 beautifully sculptured and colored figures. to make rubber hands and other rubber 
We received more favorable comment from this display 


than any we have shown. products. 





PRICE $350 19 new molds for ladies and 16 for 
B. STERN CO., AMITE, LA. children. 





Molds for many other forms included. 





FOR SALE ADDRESS BOX 810 
7 Complete 1950 Christmas Windows Care of DISPLAY WORLD 
For Only $350.00 


Specially constructed, beautifully designed and sturdy white 
frosted iron candelabras, set on wood stipple bases. Electrically 
lighted candles augmented with sparkling ice-blue plastic decora- 

tions. Other accessories include 7 plaster cherubs, 2 gross JOBBERS! we eneCRES an bWina ties ait 

Xmas balls, and strings of beads. Portable, easy to store, pack Sensational sow slastie kit makes th - r any smooth surface 
or ship. Overall measurements approx. 6 ft. high by 6 ft. wide. now being introduced nationally. And Catchin ast! . 

IE Sint ° : Write TODAY (on your letterhead) for FREE SAMPLE, complete informa- 
Original cost $900.00. Photos on request tion about generous discounts and available territories for ALPHA-BETTY 
Sign Kits! 

TEPPERS, Asbury Park, New Jersey GORDON PLASTIC PRODUCTS CORP., Ossining, N. Y. 
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SALESMEN 


Well known mannequin wig 
and accessory manufacturer 
wants salesmen for South, 
West Coast and Midwest. 


20 per cent commission. Ex- 
cellent money maker. No ob- 
jection to non-conflicting lines. 


Address Box 6BA 
Care of DISPLAY WORLD 


Outstanding and long established NOVELTY CONCERN has opening 
for the MIDWESTERN STATES. We want an experienced and well 
liked SALESMAN. Our line is important with the better Department 
and Specialty Stores. 
Hand written applications with full details and references. 
Address BOX 806 
Care of DISPLAY WORLD 














CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bldg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 








CLOSING OUT 
Brand New 


Aluminum Turntables 
For lighted motion—16”— 
$35.00 value, $20.00 ea. 


Standard Model—24”— 
$35.00 value, $20.00 ea. 


Both units tested for 150 Ib. 
capacity. 


Address Box 709 


Care of DISPLAY WORLD 





SALESMEN WANTED 


YOU can now Increase Your Income with PLUS DOL- 
LARS during the next four months by selling retail stores 
FREDERICK INTERNATIONAL Nativity sets; Rein- 
deer, including “RUDOLPH”; and Other Spectacular 
Christmas Displays. 

Past records prove such men as H. F. Goldberger of 
Miami made $1,837.00 last year without interfering with 


his regular line. 
Write TODAY, submitting background and your territory. 
If territory is open, details will be promptly sent you. 


YOU can’t afford to miss this opportunity! 


WRITE TODAY! 


FREDERICK INTERNATIONAL, INC. 
316 E. Silver Spring Drive 
Milwaukee 11, Wisconsin 








SALESMEN 
WANTED 


All territories open for go- 
getters with contacts among 
dept, chain and _ specialty 
shops to sell our 
PLASTIC DISPLAY HAND 
For Gloves, Jewelry, Etc. 
Unlimited possibilities for 
large earnings. Liberal com- 
missions. 
HANDIFORM PLASTIC 
CORP. 


11 W. 42 St., New York, N. Y. 





SALES REPRESENTATIVE 


Long established New York progressive papier mache manne- 
quin manufacturer making a complete line of original and latest 
styled men’s, women’s and children’s mannequins and wigs, well 
priced, has opening for a few high calibre men of proven ability. 
High commissions paid. No objection to non-conflicting lines. 
Replies confidential. 


Address BOX 801 


Care of DISPLAY WORLD 








WANTED TO BUY 
USED ANIMATED DISPLAYS 
FOR SMALL WINDOWS 
se’ x 7” x 12 


T. W. HARRIS & SON 
100 S. Main, Piedmont, Missouri 











SALESMEN 


Southwest, Midwest, & South- 
ern territories open. Most 
highly styled and_ progres- 
sively modern novelties on the 
market today. For department 
stores and better stores only. 


Address Box 807 
Care of DISPLAY WORLD 








FOR SALE 


“A Mechanical Christmas” 
By Graycraft of San Francisco 


Santa, warming his hands by the fireplace, sways and taps 
his toes in time to the music as Mrs. 
organ. A dog tugs 
the other boot, plays with Santa’s glove —all mechanical. 
A real crowd stopper. Unit also includes background of 
room, fireplace and organ. 
Write to: 


Santa plays the 
at one of Santa’s boots and a cat, in 


Photo and price on request. 


The PARIS Co. 
28 East Broadway Salt Lake City 1, Utah 
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play’s Great Monthly Digest 


SERVICE BUREAU 


The DISPLAY WORLD Service 
Bureau will be glad to supply, the 
uthentic information about 


tion. This service 
alysis of any display probiem. 
Air 


Brushes 
y~ ——) pe 
Signs 


Artificial Flowers 
Artificial Snow 


Background Colors 
Brushes and Pens 
Letin— ry 





Paper Sculptu 
Papier Mache Specialties 
Photographic Blowups 
— (Window) 
lastics 


F be 

Price Cards—Tickets 
Price Ticket Holders 
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Show Card ¢ Colors 


Show C. 

Show Case Lighting 

Show Cases 
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ocks— Window 
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Brass—Bronze 

Signs—Card Holders 

Signs—Electric 

Sien Pi Punting Machines 


es 
Veneers (Imitation) 
Wall Board 


Wigs 
0 Window Lighting 
‘Do you wish « copy of their 


catalogue? 
C1) De you plan to remodel your 
store soon 

Ode you plan to build a store 
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LUCRATIVE TERRITORIES 

OPEN FOR TOP SALESMEN 

INTERESTED IN EARNING 

BIG MONEY 

Sunny season means easy sales of 
INFRA-CHEM Transparent Shades 
to  storekeepers, factories and 
homes. Leading company in the 
field supports your effort with na 
tional advertising in trade publica- 
tions. 


TRANSPARENT SHADE CO. 


501 N. Figueroa Street 
Los Angeles 12, Calif. 


POSITION WANTED 
Experienced Display Manager and 
Cardwriter, now employed, desires 
change. Graduate of Koester School 
of Display. Winner in national 
display contests. Excellent refer 
ences. 

Address BOX 


803 
Care of DISPLAY WORLD 














FOR SALE 
USED PRINT-A-SIGN 
Handles 14x22 Card 
GOOD CONDITION 


Address BOX 802 
Care of DISPLAY WORLD 


AVAILABLE 


STORE PLANNING and 
DISPLAY DIRECTOR 


Thoroughly experienced and capa- 
ble. Also knows Hard Line Mer- 
chandising and some Advertising. 
Presently employed by a hard line 
chain store firm. Available Jan. Ist. 
Age 33. Married. Congenial Per- 
sonality. Excellent References. 


Address BOX 808 
Care of DISPLAY WORLD 


WANTED 


Display Man and Window 
Trimmer for Dept. Store 


We have a permanent position 
with excellent opportunity for 
man who has a creative style 
and selling ideas. Advertising 
knowledge desired. Write giv- 
ing full information of former 
employment and salary de- 
sired. 


Eckles Dept. Store, Inc. 


Dodge City, Kansas 


EXPERIENCED 
SALES 
REPRESENTATIVE 


with following interested 
in fast-selling, first class 
line. Preferably Midwest 
or Northeastern states, 


Address Box 811 


Care of DISPLAY WORLD 

















Jobbers Wanted 
Rubber Hands for 
Mannequins 


36 models for men and ladies to 
match any position. We manufac- 
ture anything in the display field. 
Our products are made of non- 
breakable latex. We are now deal- 
ing with the largest concern in the 
United States. 


Ar-Tee Creations 
9% BROADWAY 
BROOKLYN ii, N. Y. 





FOR SALE 


2 CHRISTMAS DIORAMAS 
Beautifully executed by Adler- 
Jones. Cinderella — Sleeping 
Beauty. Original cost $250 
each. For sale at $110 each. 
Used once. Excellent condi- 
tion. 


W. Y. Gilmore & Sons 


Oak Park, Illinois 
Attn.: Ted Lees 





JOBBER 


WANTS NEW CHRISTMAS 
DISPLAYS SPECIALTIES 
FOR CATALOGUING. 
SEND PHOTOS & FULL 
PARTICULARS. 


Address Box 805 
Care of DISPLAY WORLD 














WINDOW TRIMMER 
2» years New York City experience 
in men’s clothing and haberdash- 
ery. Outstanding displays. Seeks 
connection with better type store. 
Good character, reliable and en- 
ergetic. Will relocate. 

Address SUITE 416 
117 W. 70th St., New York City 23 





PARTNERSHIP OFFER 


Mannequin manufacturer es- 
tablished 1924 offers partner- 
ship to active young man. In- 
vestment $7,500. Address Box 
812, care of Display World, 


1951 








USE THE 


EXCHANGE 
OPPORTUNITY 


For any WANT AD 


purpose: 
e POSITION WANTED 
e POSITION VACANT 
e USED DISPLAY 
EQUIPMENT 
FOR SALE 
e REPRESENTATIVES 
WANTED 
$3.00 Per Column Inch 
CASH WITH ORDER 
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Amongst the modern sign shop 


equipment at Frederick & 


are 2 new hydraulic 


Printasign Machines 


Joseph T. Sjursen... 


display manager for Frederick & Nelson, started 
an early education in mechanical engineering but 
the appeal of creative design was stronger and 
he entered the display world, starting at Frederick 
& Nelson in 1927 in the window and interior dis- 
play department. 

In 1940, Sjursen became window display man- 
ager, in 1944 assistant display manager and in 
1946 display manager. Since kis appointment as 
display manager the Frederick & Nelson display 
department has received many national awards 
for their outstanding work, last fall winning the 
year’s top Socrates award for consistently out- 
standing displays. This year they won 16 prizes 
owarded by the N.R.D.G.A. for outstanding 
display. 


Sjursen has two daughters and a five week 
old grandson. He is a vice president of the 
Western Display Association, a member of the 
speakers bureau of N.R.D.G.A., director of the 
V.R.D.G.A. visual merchandising group, member 
of the Public Relations group of the Seattle 
Chamber of Commerce, past president of the 
Seattle Display Club, member of the Seattle 
Advertising and Sales Club and for many years 
a lecturer on display for the State Department 
of Education business clinics. 

One might wonder when this active and capa- 
ble executive ever finds time for his favorite 
hobbies ... color photography and fishing. 


SEATTLE STORE NEARS COMPLETION 
OF EIGHT MILLION DOLLAR EXPANSION PROGRAM 
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Frederick & Nelsen, a Seattle Division 
of Marshall Field & Company, 
is now nearing completion of an eight million dollar expansion 
and modernization program. This will make the store the largest 
single department store of its kind west of Minneapolis and 
north of San Francisco. Most every department is being enlarged, 
some by as much as 250%. Many new sections dealing in goods 
and services not now handled are being added. Sign shop space 


Nelson 


will be doubled and the shop completely modernized including 
the use of two Reynolds hydraulic Printasign machines. The 


expansion program, scheduled for completion early in 1952, will 
make Frederick & Nelson one of the finest, most modern depart- 


ment stores in the country. 


LANG ARO RR Sa ala 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. * CHICAGO 5, ILL. 





‘MANNEQUINS FOR EVERY PURSE 
AND PURPOSE 


Darling offers a most complete selection of Misses, 
Juniors, Subteens, Children (Infants to Teens), Men, 
and Prep Boys in a variety of price ranges. 


THE Ln SERIES 


An exquisite group of high fashion Misses figures for discriminating 
stores who demand the finest... with removable wigs, $159.00 each. * 


THE 500 SERIES 


An exceptional selection of Misses and 
Juniors in “All Plastic”. Beautifully 
styled, extremely durable, and reason- 
ably priced... with removable wigs, 
$149.40 each. 


WOW 
THE 300 SERIES HVA \ 


MISSES 
An economical, conservatively - posed, 
but well-styled line of Misses and Jun- 
iors available with removable wigs or 
molded hair... removable wig, $103.50 
each, molded hair, $84.00 each. 


SPRITELY KIDS 


The popular 800 series action-posed 
children in “All Plastic”. Ages 2 to 16, 
available with removable wigs or molded 
SUBTEENS 

hair, $59.55 to $130.65 each. 

SUBTEENS . . . Perfectly styled to ex- 
press that “in-between” age... with re- 
movable wigs, $126.30 each. 

INFANTS...“All Rubber” babies in the 
6 to 18 months age group, $37.50 each. 


PLAYMATES : CHILDREN 


A delightful series of well-designed 
but reasonably-priced children, ages 2 
to 12. Girls with removable wigs. Boys 
with molded hair, $45.90 to $87.45 each. INFANTS 


M127W FEMINA SERIES MEN 


A ruggedly handsome group of easy to 
dress figures with plenty of “customer 
appeal”, $123.00 each. 

PREP BOYS... Attractive, well-sculp- 


tured young men in the 16 to 20 year 
i i; . f 1 age group, $106.80 to $123.00 each. 


FRE RE Il Darling’ i 
L. A. DARLING COMPANY, BRONSON, MICHIGAN pT ee eres eee 
lines are just off the press. Write for 


NEW YORE cHIcAaso ROS Aneeses your copies today or see your Darling 


Displays Distributor, PREP BOYS 





